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If you think it’s easy to keep a 
big-league team working at top 
speed all the time, better get a 
confidential quote from Connie 
Mack and Sewell Avery. 

With conventions running 
simultaneously last week in New 
York, Baltimore and Cincinnati, 
the advertising field has clearly 
demonstrated that you don’t have 
to go to Barnum & Bailey-Ring- 
ling Bros. to see a_ three-ring 
circus. 

, 

Gladys the beautiful reception- 
ist says that after all those rainy 
weekends the past few months, 
the golfers are practically certain 
to vote for a change of admin- 
istration. 

The philosophy of the radio 
commercial seems to be based on 
the once-famous advertising slo- 
gan, not originated by George 
Washington Hill, “Repetition 
makes reputation.” 

@ 

“Petrillo is mum on_ record 
ban,” headlines the world’s great- 
est advertising journal. 


v 


graph recorders will have to stay 
mum, too. 
v.. 

“Jameson finds fishing calendar 
a wanted medium,” the story says. 

Even though the information is 
not guaranteed, a dyed-in-the- 
wool fisherman is always willing 
to give himself the benefit of the 
doubt. 


“People,” mournfully com- 
ments Ellingwood, “cannot tell 


specifically why they need bread.” 
Especially since a lot of other 
food advertisers have convinced 
them man cannot live by bread 
alone. 
v v v 


excitement, but no cars. 

Rochester industrial admen won 
themselves an award by writing a 
book on advertising, and all they 
ask now is that the college stu- 
dents who use it expend a frac- 


went into producing it. 


vis warns.” 

But the head of Ford sales prob- 
ably doesn’t mean that they 
should stop watching Chevrolet. 

The Old Professor says that 
while television is a test of the 
popular appeal of political candi- 
dates, he’s afraid the populace is 
still likely to get a greater kick 
out of Joe Louis than Tom Dewey. 

Jersey Joe Walcott confides to 
the readers of the SEP that he ex- 
reets to lick Louis again, but all 
the other Joe says is that he’s the 
Cream in his coffee. 

Advertising and other business 
gatherings are a wonderful insti- 
tution in American life, but after 
a few weeks of it the tired con- 
Ventioneer is a push-over for copy 
on Beautyrest mattresses. 


Copy Cus. 


iy 


having with the SEC, the WAA) 


And unfortunately the phono- | 


The battles Preston Tucker is) 


| 


and the competition are giving his 
dealers and stockholders a lot of | 


tion of the midnight oil which| 


“Dealers must watch step, Da-| 


Larger NFSE 
Stresses ‘Sell 
World Peace’ 


Schindler Is Chairman, 
Whitney President 
Under New Setup 


New YorK — More than 1,200 
members of the National Federa- 
tion of Sales Executives met in 
13th annual convention here last 
week to outline plans for “selling 
our way to world peace;” to adopt 
a new constitution, and to em- 
phasize in its 1948-49 year better 
training of salesmen, more and 
stronger clubs, and better quali- 
fied sales managers. 

Alfred Schindler, president of 
Schindler-Meehan Merchandising 
Corporation, St. Louis, and for- 
mer Under Secretary of Com- 
merce, was elected to the new 
post of chairman of the board. He 
succeeds to the duties of Gene 
Flack, Sunshine Biscuits, Inc., 
Long Island City. Robert A. Whit- 
ney, New York, for the past year 
executive director of the NFSE, 
was named its first paid president. 

Arthur H. Motley, president of 
Parade Publication, New York, 
was named first vice-chairman, 
and James J. Nance, president of 
Hotpoint, Inc., Chicago, second 
vice-chairman. John W. Evans, 
manager of Kee Lox Mfg. Com- 
pany, Cincinnati, continues as 
treasurer. 


Mr. Whitney reported that 25) 
clubs have joined the federation | 


in the last year, boosting its total 
to 85 clubs. 
additions are clubs in Charlotte, 
N. C.; Syracuse, N. Y.; Waco, Tex.; 
Buenos Aires; Winnipeg and 
Stockholm. 


Roper Discusses Dignity 


An important part of the NFSE 
program is directed toward at- 
tracting better people to the field 
of selling. 

Striking the convention theme, 
Elmo Roper, marketing consultant, 
pointed out that “America’s best 
export” is the idea of “the es- 
sential dignity of mankind.” He 
quoted the late Justice Oliver 
Wendell Holmes on the importance 
of “free trade of ideas.” 

The United States, Mr. Roper 


/explained, “is the world’s biggest 


salesman,” currently selling abroad 
about $10 billion of goods an- 


/nually, and loaning or giving $5 


(Continued on Page 68) 


Buttons... 
better than money. 
See ‘Ad-libbing,’ Page 
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Recent or pending! 


Five Conference Reports 


More than 4,000 sales, marketing and advertising men and 
women met for annual association conferences in five different 
cities throughout the country last week, adding up to the worst 
log-jam of major meetings we have ever had to cover in a 
single issue. The nation-wide editorial organization of ADVER- 
TISING AGE took the problem in stride, however, and detailed 
reports of all five meetings appear in this issue. 

For reports of the Advertising Association of the West con- 
ference in Sacramento, Cal., turn to Page 69; for the Advertising 
Federation of America meeting in Cincinnati, see Pages 1, 22, 
29, 44, 46, 51 and 57; for a report of the American Marketing 
Association sessions in Washington, see Page 40; activities of the 
National Federation of Sales Executives meeting in New York 
are covered on Page 1; details of the conference of National In- 
dustrial Advertisers Association in Baltimore are on Pages 1, 6, 
48, 53 and 67. 


'%-of-Sales’ Gets 
NIAA Brushoff; 
3 Studies Okayed 


Pilot Study Shows 
Industrial Admen 
How Buyers Operate 


Ad Agencies Lose 
on Video; See It 
as Investment 


New York — Many advertising 
agencies are losing money on tele- 
‘vision operations, but nobody 
seems to know what, if anything, 
‘should be done about it. 

Eight out of the 10 agencies 
|surveyed by AA report they are 
going into the red on telecasts 
|now being carried for their clients. 
One agency is breaking even and 


| 

| BaLTIMoRE—Visible evidence of 
|}concrete progress in establishing 
industrial marketing, sales and ad- 
| vertising on a scientific and pro- 
|fessional plane marked the 26th 


| 
one is making money. 
annual convention of the National Quis ene 
| Industrial Advertisers Association 


| here last week. been passing a part of these losses 
| Approval of three major re- me by charging addi- 
| search projects highlighted NIAA’s tional fees dependent the 
‘formal business’ sessions. Di- ber of people and time involved. 
rectors voted $1,000 appropriations The others—some of whom ones 
to two basic research projects and used a special fee basis—work beng 
endorsed preliminary work on a the regular 15% commission. 
| third. . However, all of them have been 

Slavish adherence to rule-of- giving consideration to the high 
thumb, percentage-of-sales indus- costs of certain telecasts which tie 
‘trial advertising appropriations | UP the services of top admen for 
faded as the convention unan- long periods of time. 


|imously endorsed a new formula 
!for the annual NIAA national 
survey of industrial advertising 
appropriations. 

Directors and members. ap- 
proved a $1,000 preliminary ap- 
propriation to finance four case- 

(Continued on Page 66) 


Maxon in the Black 


Not even J. Walter Thompson 
|Company, with video billings of 
|approximately $1,500,000 for 1948, 
expects to break even on the me- 
dium. This despite the fact that 

(Continued on Page 70) 


Last Minute News Flashes 
B&W Introduces Life Cigarets in St. Paul 


LOouUISVILLE—Brown & Williamson Tobacco Corporation is introduc- 
ing Life cigarets in the Minneapolis and St. Paul territory today using 
newspapers, selective (spot) announcements and transportation ad- 
vertising. 
politan New York and northern New Jersey. 
Bates, Inc., New York. 


Video News Film for Disney Hats Starts in Fall 

New York — Frank H. Lee Company, through Grey Advertising 
Agency, will sponsor a 15-minute news film for Disney hats in all 
television cities starting Sept. 4. The company, which is sponsoring 
Drew Pearson for Lee hats on television during the political conven- 
tions, has not decided whether there will be a fall video show for 
this brand. 


Columbia to Launch Drive for New LP Record 

BriIpGEPORT—Columbia Records, Inc., has mapped a $100,000 intro- 
ductory campaign for its new LP Microgroove phonograph record, 
which plays 45 minutes on one double-faced disc. Newspapers in 109 
cities are to be used in the drive, which is set to start around July 
15, and be extended as the records are available market by market. 
This will be followed by cooperative newspaper promotion. McCann- 
Erickson is the agency. 


C. C. Fogarty Gets Trophy Beer Account 
Cuicaco — Birk Bros. Brewing Company, maker of Trophy beer, 
has appointed C. C. Fogarty Company here to handle its account. 


(Additional News Flashes on Page 71) 


The agency is Ted 


Until today the cigarets have been advertised in metro- | 


Cone, Obermeyer 


Differ on Stature 
of Ad Managers 


Strong Tributes 
Paid Advertising 
at AFA Meeting 


CINCINNATI — Advertising has 


/more varied and more important 
‘roles to play than ever before, 


and to perform these roles cred- 
itably, advertising men must de- 
velop greater individual stature 
and more executive responsibility. 

That was the central theme of 
the 44th annual convention of the 
Advertising Federation of Amer- 
ica, which concluded here Wednes- 
day with the adoption of resolu- 
tions urging that renewed efforts 
be made to raise advertising 
ethics; that advertising faces new 
responsibilities in shaping public 
opinion to the end that free en- 
terprise and a minimum of gov- 
ernment regulation be preserved, 
and that member advertising clubs 
work more closely with educa- 
tional institutions to develop bet- 
ter and more efficiently trained 
advertising practitioners and ex- 
ecutives. 

The need for greater stature for 
advertising people in their own 
companies was discussed at the 
opening session Monday by Fair- 
fax M. Cone, Foote, Cone & Bel- 
ding, and by Henry Obermeyer, 
Consolidated Edison Company of 
New York. 


Calls Separation ‘Threat’ 


Mr. Obermeyer insisted that 
there must be an essential unity 
between advertising and public 
relations to avoid confusing the 
public. Advertising men should be 
responsible for all phases of con- 
tact with the public, he said. Mr. 
Obermeyer’s talk is reported in 
detail on Page 46 of this issue. 

Mr. Cone, agreeing with Mr. 
Obermeyer’s general thesis, in- 
sisted, nevertheless, that “in nine 
cases out of 10 the advertising 
manager lacks proper recognition 
to do even a first-class advertis- 
ing job, let alone enough to direct 
his company’s over-all public re- 
lations.” 

The advertising manager must 
achieve the status of an officer of 
his company, responsible for basic 
executive decisions as well as for 
their execution, Mr. Cone said. 


Calls Research ‘Check’ 


In a somewhat similar vein, 
Vergil D. Reed, associate director 
of research, J. Walter Thompson 
Company, told the group that 
progressive companies are now 
placing all marketing functions, 
including advertising, sales and 
marketing research, under a “vice- 
president in charge of marketing.” 
In outlining the scope and value 
of marketing research, Mr. Reed 
nevertheless insisted that research 
activities must be divorced from 
promotional activities, because 
“research must be in a position 
to check, criticize, disagree with, 
and at times even bear witness 
against sales, advertising, mer- 
chandising or sales promotion de- 

(Continued on Page 65) 
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Radio Makers and 
Music Merchants 
See Heavy Sales 


AM Set Production 
Down, but Military, 
Video Take Slack 


Cuicaco — Although peak unit 
production of radios probably is 
past, members of the Radio Man- 
ufacturers Association agreed at 
their meeting here last week that 
prospects for the coming year are 
as bright as ever. 

At the same time, spokesmen 
for members of the National As- 


Paul 
Motorola, 
the RMA set division, pointed up 
the problems faced by the radio 
manufacturers when he admitted 


V. Galvin, president of|tary of the RMA, said, however,, manufacture will replace part of 
Inc., and chairman of| that smaller manufacturers might| the previous AM production. | 
welcome heavy military buying) The expansion on the part of 
as it would lessen the intense com- video manufacturers (DuMont, for | 
petition they now face from large|example, sold $4,397,513 in the, 
that the manufacture of 19,500,000 manufacturers. first quarter of °48—more than 
sets last year resulted in “over- Mr. Galvin reported that almost; twice sales volume for the first 
production in some types of re-/| $100,000 has been spent on vari-| quarter of ’47—and has just pur-| 
| ceivers.” industry promotion programs| chased the Wright aircraft plant | 
| “Probably the peak of produc-| during the past year, citing the|in East Paterson, N. J.) means a| 
is past,” he asserted, “and|continuing “radio-in-every-room”| brighter outlook for makers of 
| will not be up as high this year,|drive, the “radio-for-everyone”| radio components, J. J. Kahn of 
‘but the increased dollar volume|campaign and National Radio| the RMA parts division told the 
of FM and television receivers|Week, the latter scheduled for) group. 
should largely fill the gap of the| Nov. 14-20 this year. 13,500,000 by 1952 
|industry’s lower unit volume. 
| 750,000 in 1948 Mr. Kahn, president of Stand- | 
Military Orders Expected Addressing the RMA on tele-|4%d Transformer Company, Chi-| 


In addition to the stepped-up vision prospects, Max F. Balcom,|°#8°, agreed that conventional | 
video and FM production, radio! vice-president of Sylvania Elec-| Production will be down, but said | 
makers are depending on military | tric Products and RMA president, | that an expected equivalent vol-| 
orders to keep their volume up.| predicted a video receiver produc- | UM€ of video sales will mean | 
/Many of them, individually, /|tion of between 600,000 and 750,-| business for component | 
‘seemed worried about the possi-| 000, and almost double that in| ™anufacturers, because there are} 
bility that, in addition to taking| 1949. Production in ’47 was but|™ore parts to a set. He quoted | 


| 


| tion 


sociation of Music Merchants, who/| up the slack, the military produc- | 175,000 sets. 
also met during the week, pre-|tion might result in restricted | 


industry estimates that there will | 


dicted better business than ever supplies for the civilian market. radio sets because of the television | US¢ by the end of 1952. 


NEW MAGNAVOX—One of severa! 
companies to introduce video receivers, 
Magnavox unveiled 12 new television 
sets at the NAMM show in Chicago 
last week, with the Windsor Imperial 


for 1948. 


| Bond Geddes, executive secre-| 


impetus, he declared, and FM set| The credit committee reported 


that 29 radio and component man- 
ufacturers failed financially dur- 
ing the past year, largely because 


re 


of excessive inventories, excessive 
plant facilities, unprofitable op- 
|erations, inadequate distribution | 
| facilities, poor merchandise and_/| 
inadequate production experience. 

Reporting for the export com- 
mittee, James E. Burke, export 
;}manager of Stewart-Warner Cor- 
‘| poration, Chicago, told the group 
{| that “there is no likelihood that 


7 


shown above, as leader of the line. 


| 
York, Chicago and Los Angeles 
to announce the sets to the public. 

The Scott sets, which retail for! 
$645, have a 16x12” screen, with 
but a 2%” tube. The model has 
been developed from the Dutch 
patents, and features no distortion 
and no reflections. Says the copy: 
“Just as a studio portrait is in- 
finitely more beautiful than harsh 
commercial photography .. . so 


‘radio exports for some time to’ is Scott Soft-Focus a far cry from 


come will be very much in excess 


of the exports of recent months.” 
(First quarter figures showed 
$22,000,000.) 


New School Drive 


Newest promotion scheme of the| 
association is the “radio-in-every- | 
schoolroom” push, which stems! 
| from a recent talk by FCC Chair-| 
/man Wayne Coy. The RMA school | 
equipment committee reported 
|that it is now working with the) 


U. S. Office of Education on a new) 


|ordinary television. . .” 

Like Magnavox, the Scott pro- 
motion emphasizes high fidelity 
tone, and the set is designed to 
be used alone or with auditorium 
type speakers in radio phono- 
graphs now in purchasers’ homes 

The school market also at- 
tracted the interest of the NAMM. 
Dr. A. J. Stoddard, Philadelphia 
superintendent of schools, pointed 
to the enormous increase of music 
industry sales in schools which is 
possible through development of 


booklet, 


‘ 


He’s blowing his top ‘cause he overlooked how 
The Des Moines Sunday Register covers lowa! 


THE DES MOINES 


Better a string around your finger than a bandage 
on your head! 
Let that string remind you— 

@ The Des Moines Sunday Register circulates 
state-wide...reaches all 99 Iowa counties with 
nowhere less than 27% coverage! 

@ It completely dominates 81 counties with at 
least 50% coverage in each! 

@ It sells over 500,000 copies . . . only nine cities 
have newspapers with a higher circulation 
than this! 


Remember The Des Moines Sunday Register is a in 
single package that contains 70% of all the buyers PACKAGES A STATEWIDE URBAN MARKET 


in lowa—and all for a milline rate of $1.63! RANKING AMONG AMERICA'S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


“Classroom Radio Re- 
ceivers,” to be issued this fall. 

The new brochure follows two 
similar booklets on sound systems 
and recording equipment, and will 
emphasize the use of radio in edu- 
cation and the selection of a 
proper receiver. 

Several manufacturers, includ- 
ing Magnavox, Scott, DuMont and 
Brunswick, showed their televi- 
sion wares for the first time at a 
trade show, at the meeting of the 
National Association of Music 
Merchants, which ran concurrently 
with the RMA convention. 


Twelve New Models 


The Magnavox Company un- 
veiled 12 separate models in a 
broad range of furniture styles, 
ranging from $300 to $1,750. The 
$1,750 Windsor Imperial comes in 
secretary-type bookcase and 
carries AM, FM, short-wave, 
phonograph and wire recorder in 
addition to the video set. 

Principal attraction of the new 
line is the new “Magnascope,” an 
optical setup that provides better 
definition and contrast even in 
daylight, eliminates glare and cuts 
down flicker. The company also 
is boosting the high-fidelity tone 
system in its sets. Tone quality 
in video has been ignored too long, 
a spokesman declared, and Mag- 
navox expects its system to be a 
cardinal selling point. 

The company will use large- 
space newspaper ads in New 
York, Philadelphia and Baltimore 
to introduce the set to the public 
at the end of this month. Other 
markets will be opened as pro- 
duction increases, with a national 
drive in prospect later this year. 


Scott Sets Make Debut 


Scott Radio Laboratories also 
previewed its new “soft focus tele- 
vision” at the NAMM show, and 
ran ads in five papers in New 


the school market. 

L. G. LaMair, NAMM head, told 
the group that the business out- 
|look is better than ever for music 
‘merchants. Robert A. Hill, presi- 
dent of the National Piano Man- 
ufacturers Association, declared 
| piano sales at retail are up to 8% 
ahead of last year, and production 
| at present is 25% above last year’s, 
although a material shortage and 
|insistent demand preclude a con- 
| tinuing shortage. 


HARD 
WORK 
DOES IT! 


Flashes of inspiration, brilliant 
writing, glittering art-work, 
and all the trappings of show- 
manship have their place in 
advertising, as elsewhere. 


But the things that make an 
advertising agency lastingly 
good are sound selling ideas 

. experience in the tech 


niques of presenting thos: 
ideas . . . loyalty to plans 
associates, and clients .. . 


and good plain hard work. 


DOESNT PAY 
uniess you do it rightl 


JOHN MATHER LUPTOK 
Co., Inc. ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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HOW INSTITUTIONS AVOID OLD AGE 


* 


The publishers of INSTITUTIONS 
Magazine and INSTITUTIONS 
CATALOG DIRECTORY have re- 
ceived a first award for editorial 
excellence in a nation-wide com- 
petition recently held. Over 660 


entries from the nation's leading 1807 PRAIRIE 


business papers competed. 


If yours is a product applicable to the huge 11 billion dollar 
institutional market . . . if yours is a sales program directed 
to the buyers in all types of institutions .. . this new media- 
file has vital information for you. It places at your finger- 
tips a wealth of factual data on this huge mass feeding and 
housing market, and on INSTITUTIONS Magazine and 
INSTITUTIONS CATALOG DIRECTORY, the only publica- 
tions serving all segments of the institutional field. 


Use INSTITUTIONS Magazine to carry your monthly advertising messages. It offers you your most complete 
coverage of the institutional field. With a readership average of 4.5 readers per institution, your current sales 
message has a potential coverage of better than 200,000 reader-buyers per month. 


Use INSTITUTIONS CATALOG DIRECTORY to catalog your complete product information. It offers a similar 

broad coverage of those who buy and specify equipment for all types of institutions. Consolidated with other 

vital “where-to-buy-it" directory information, your catalog data is available for daily reference the year ‘round 
. always accessible in a 100%, usable form. 


You need this new media-file on INSTITUTIONS Magazine and INSTITUTIONS CATALOG DIRECTORY. Write 
today for your copy... or consult your Advertising Agency. 


YOUR INSTITUTIONAL MARKET 


Following are the types of institutions reached by INSTITUTIONS Magazine and INSTITUTIONS 
CATALOG DIRECTORY: 


@ Hotels @ Asylums, Municipal and State 
@ Hospitals Institutions 
@ Schools @ Restaurants and Cafeterias 

d Uni iti @ Army, Navy and Government Institutions 
@ Office and Public Buildings 
and @ YMCA's, YWCA's and YMHA's 
@ Jobbers, Dealers and Distributors © City end Country Clubs 

@ Utilities 

@ Steamship Lines and Shipyards 
@ Railway Systems and Designers 
@ Airlines @ Other Institutions 


Buyers and specifiers in these institutions depend on the information contained in INSTITUTIONS Magazine and INSTITU- 
TIONS CATALOG DIRECTORY for their purchase of products used by them in the feeding and housing of over 60,000,000 
people daily. 


INSTITUTIONS MAGAZINE AND » INSTITUTIONS CATALOG DIRECTORY 
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Rootes Cars in Canada 


Rootes Motors Ltd., Toronto, a 
new Canadian company, will mar- 
ket the passenger cars and trucks 
of the Rootes Group of England. 
The line includes Hillman, Sun- 
beam-Talbot and Humber auto- 
mobiles and Commer and Karrier 
trucks. The company will use 
trade publications and newspapers 
across Canada as dealerships are 
established, and advertising will be 
launched in national media in the 


fall. The company plans to estab- | Challengers, Preston Tucker last curiosity about what goes on in paying tribute to the black mar-| 

On Tuesday of last week, a/| 

But they large space ad appeared in the : 
same 30 cities explaining the com-| 2 Tucke. 

“They even have their spokes-| pany’s plan for selling accessories, | ww 

| 30 cities he charged: “Most of the;men in high places in Washing-|in advance, to prospective pur- 


lish manufacturing plants in Can-| 
ada. The advertising will be di-| 
rected by J. J. Gibbons Ltd., To-| 
ronto. 


WCTS Appoints Bender | 


Robert F. Bender has been ap- 
pointed sales manager of WCTS, 
FM affiliate of Station WKRC, 
Cincinnati. He will be in charge 
of radio, bus and street car ad- 
vertising for WCTS in the Cincin- 
nati area. 


Tucker Swings 
Bare Fists af 


carried on a carefully organized 


campaign to prevent the motoring 
public from ever getting their 
hands on the wheel of a Tucker!”’, 
the ad declared. 


‘They Sent Spies’ 


tees.” 

Mr. Tucker, it appears, is not 
going to stand for it—and he al- 
ready had won the support of some 
2,000 people from whom he had 
received telegrams as AA went to 
press. 


His bill of particulars continued: 
“These people have tried to in- 
troduce spies into our plant. They 


‘Persecutors 


week took off the gloves and|the Tucker plant should be highly ket. 
started swinging with bare flattering, I suppose. 
knuckles. haven’t stopped there. 

In full-page ads in 70 papers of | 
“As a di-| chasers. 
influence, | 


says Mr. Tucker. 
result of their 


political pressure and investiga-_| ton,’ 
tions we have had to face these rect 


is out to ‘get Tucker’ . 
“There is... 


‘No Tribute’ 


In his open letter, Mr. Tucker 
Cuicaco—After months of fend- | have endeavored to bribe amd cor-| pledged interested readers that he | 
ing off attacks from a series of rupt loyal Tucker employes. Such| would give them a car without | 


In return for the accessory pur- 
last two years can be traced back Tucker dealers all over the coun- | chase, the buyer will receive a 
to one influential individual, who| try—men of character and stand-| sequence number from the dealer, 
in their communities —have| which gives the former the right 
a very powerful|been harassed and frilled by|to purchase the car from the 
group (of automobile manufac-| agents of the government and con- ‘dealer when it is received, but does 


turers), which for two years has | gressional investigating commit- | not constitute an order. How the 
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QUAD -CITIES 


Rock Island, Wi. 
Moline, Ill. 
E. Moline, Ill. 
Davenport, low? 


Gather 65 thousand families together — families with 
average incomes exceeding $5,500 per year — and you 
have the kind of dollar magic present in the Quad- 
City market. 


It is significant, too, that nearly 60% of Quad-Cities’ 
population live on the Illinois side, where the Argus- 
Dispatch newspapers are read 8 to | over any other daily 
paper. To harness Quad-Cities’ dollar magic to your 
product, the Argus-Dispatch newspapers deserve “top 
~ billing’’ in your newspaper advertising plans. 


$$ $ Facts About the QUAD-CITIES S SPS 


Largest market in Over 200,000 ur- Retail sales  ex- 
Illinois and Iowa, ban population. ceeded $210 million 
outside of Chicago. in 1947. 


Farm Machinery 
manfacturing center 
of the world. 


Is 
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Tucker’s Answer to 
the Black Mark 


TUCKER'S ANSWER — Following | its 
full-page “open letter” ad in 70 news- 
papers of 30 cities, Tucker Corporation 
ran this first of two ads describing its 
plan of offering a group of automo- 
tive accessories to purchasers who want 
to buy the car at list price. Roy S. 
Durstine, Inc., is the agency. 


_accessory sale will prevent Tucker 
| Cars from arriving on the black 
|/market is not explained. 
| The third ad in the series also is 
designed to push the accessory 
‘selling deal and is headed “The 
Inside Story of the Tucker.” Both 
_the second and third ads will be 
|repeated in other markets as the 
|sales and advertising crew com- 
|pletes its presentation of the pro- 
|'gram to distributors and dealers 
in the 80 markets. 

A week ago, Sen. Ferguson (R., 
Mich.) released the final report 
on his investigation of surplus 
property disposal. In it, he re- 
iterated his charge of “highly un- 
| orthodox financial manipulations 
in connection with the initial pay- 
/ments of the Tucker Corporation.” 
| The report suggests the possi- 
\bility of another investigation of 
the company. Said Mr. Tucker: 
| “My associates and myself and the 
-Tucker Corporation have been in- 
| vestigated and investigated time 
and again. Millions of dollars of 
the taxpayers’ money have been 
| squandered in an utterly fruitless 
effort to kill the Tucker, to bar us 
|from needed raw materials ... 
but they haven’t been able to stop 
us.” 


COURT ORDERS TUCKER 
TO PRODUCE RECORDS 


Cuicaco—Failure of the Tucker 
Corporation to comply with an 
SEC request for business records 
last week resulted in a federal 
court order to the motor car maker 
to produce the records or explain 
why, by June 22. 
| The Securities and Exchange 
‘Commission petition called for 
data on corporate stock sales, con- 
|tracts, payments to officials and 
disposal of funds .for more than a 
year back. Objective, said the 
SEC, was to check the stock pros- 
|pectus for fact. 
| Requests for information of this 
'type usually are private, and re- 
main so if all information is satis- 
factory. Mr. Tucker, however, 
‘disclosed the SEC request with 
'the comment that he might as 
|'well shut down the business as 
|turn all his records over to the 


| 
Appoints Otto List 
Otto F. List, Chicago publicity 

| counsel, has been named director 
|of the Chicago area promotion for 
Wisconsin Centennial Exposi- 

tion to be held at State Fair Park. 
| Milwaukee, Aug. 7-29. 


Appoints Blair 


| John Blair & Co. has been ap- 
|pointed exclusive national repre- 
sentative of Station WSPA, Spar- 
tanburg, S. C., effective July 1. 
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June HOLIDAY 


in advertising linage of ALL 


IS 


general monthly magazines* 
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Look at that circuit-clouting JUNE issue! 


That noise you hear is the cheering over HOLIDAY’S latest exploit. 
Only a little more than two years old, it comes to bat this month 
for the 28th time and—zowie—you can rewrite the record books. 


With the bases loaded! 


Here are the figures: The fattest HOLIDAY ever, with 190 eye-filling 
pages. The greatest number of pages of advertising. ..96. A record 
revenue . . . $356,470. The greatest number of advertisers . . . 373. 
The greatest number of classifications of advertisers . . . 46. 


Retailers love a winner! 


There will be more than 800 major retail tie-ins using the June 
HOLIDAY as the central theme of store promotion. That’s a new 
record, too! 


Not an empty seat in the park! 

With the June issue HOLIDAY hits the highest average net paid 
circulation for any six months of its history... more than 805,000 
(est.). It has demonstrated again and again that it delivers the most 
responsive market in America. So if you have a quality product or 
service to sell. . . join the team! 


in pages of advertising of ALL 
general monthly magazines* 
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"Marketing Week’ 
Wins Approval 
of Associations 


Cuicaco—A suggestion first ad- 
vanced in an editorial in the Feb. | 
16 issue of ADVERTISING AGE be-| 


came a reality last week as sev- 
eral of the national associations 
whose annual conferences were 
held simultaneously adopted simi- 
lar resolutions reaffirming the im- 


| 


|ing and maintaining a sound econ-| 


Marketing Week. 

The ADVERTISING AGE suggestion 
for adoption of a “unified market- 
ing platform which would herald 
the vital functions, responsibilities 
and opportunities for marketing, 
advertising and selling in protect- 


omy” was enthusiastically en- 
dorsed by William A. Marsteller, 
president of the National Indus- 
trial Advertisers Association, who 
urged other national associations 


| to join in the activity. 


portance of advertising and sell-| 


ing in the American economy, and 


designating the week as National forceful 


The resolution adopted at the 
NIAA meeting in Baltimore as- 
serted that “the importance of the 
sales and marketing function in 
the North American economy, too 
little appreciated by the general 
public, should be brought to the 
attention of educators, 


business men, lawmakers, the 
clergy and civic and industrial 
leaders by all proper means, and 
'that as one step in this direction,” 
‘the NIAA “does hereby designate 
the week of June 13-19 as Na- 
tional Marketing Week.” 

Similar resolutions were adopted 
or considered at the meetings of 
| the Advertising Association of the 
| West in Sacramento; the Advertis- 
ing Federation of America in Cin- 
|cinnati; and the American Mar- 
keting Association in Washington. 
| 
Granted Franchise 


| Mission Beverage Bottling Com- 


| pany, Cleveland, has been granted 
'an exclusive franchise to bottle 
Mission orange and other bever- 
ages by the Mission Dry Corpora- 
| tion, Los Angeles. 


G-E Promotes Two 


K. L. Walters, manager of the 
transportation and marine adver- 
tising division of General Electric 
Company, has been named super- 
visor of media in G-E’s apparatus 
department. He succeeds G. W. 
N. Riddle, who was recently ap- 
pointed manager of media rela- 
tions for G-E’s advertising and 
publicity department. E. E. Oliver, 
supervisor of the exhibit and dis- 
play section of the advertising and 
sales promotion divisions of G-E, 
has been appointed manager of a 
transportation industries advertis- 


ing division. 


Trigere to Reimers 


Trigere, clothing manufacturer, 
has appointed the Carl Reimers 
Company, New York, to handle its 
advertising. 


They spend the most 


where the most spent 


THE NEW YORKER concentrates 82% of its circulation in the 41 trading 


areas where most of the retail dollars are spent. To give you an idea: 


These 41 areas dominate the 30 states where 91% of the nation’s jewelry 


6b 
3 


business is done. This explains why the posh purveyors of platinum, diamonds 
and such, advertise in THE NEW YORKER. It is profitable to cultivate 
NEW YORKER subscribers. They spend the most where the most is spent. 
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NEW YORKER 
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NEW YORK, 18, N. Y. 
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‘Goodrich Wins 
Top NIAA Award 


| 


for Product Copy 


| Battrmore—B. F. Goodrich 
Company received top award for 
industrial product advertising in 
the annual NIAA panels compe- 
tition. The winning campaign on 
industrial hose and belting em- 
ployed case histories to stress the 
problem solving value of Good- 
rich research and development. 
|The award was made to H. E. Van 
Petten, national advertising man- 
ager, and the Griswold-Eshleman 
Company, the agency. 

Top award for institutional 
campaigns went to Theodore Mar- 
vin, director of advertising, Her- 
cules Powder Company, and its 
agency, Fuller & Smith & Ross, 
New York, for a campaign to ac- 
|quaint management with the va- 
|riety of production problems 
‘solved through chemical research. 

The first award for industrial 
direct mail was made to Strath- 
more Paper Company, and Abbott 
'Kimball Company, its agency, for 
full-color campaign demonstrat- 
'ing the expressiveness of effective 
use of paper. 


Plymouth Wins Again 


dustrial catalogs and sales litera- 
ture, completed a sweep of three 
major awards for W. A. Scherff, 
advertising manager, Plymouth 
,|Cordage Company, for the in- 
/plant posters and instruction cards 
'on Plymouth rope. The Plymouth 
promotion earlier received Indus- 
'trial Marketing’s “Advertising 
'Man of the Year” award and hon- 
orable mention in the Associated 
_Business Papers annual awards. 
Honorable mentions were (com- 
‘panies and agencies, respectively): 


| First award in Class D, for in- 
| 


Class “A”: American Optical Co., Bos 
ton; Sutherland-Abbott. Anchor Hocking 
Glass Corp., Lancaster, O.; Griswold- 
Eshleman Co., Cleveland. Basic Refrac- 
tories, Inc., Cleveland; Griswold-Eshle- 
man Co, Canadian Liquid Air Co., Mon 
|treal; Harold F. Stanfield Ltd., Montreal 

|Nordstrom Valve division of Rockwell 
Mfg. Co., Pittsburgh; McCarthy Co., 
Pittsburgh. Peninsular Grinding Wheel 
|Co., Detroit; Brooke, Smith, French & 
| Dorrance, Detroit. Plaskon = division, 
Petroleum Heat & Power Co., Stamford 


Rickard & Co., New York, Timken 
Roller Bearing Co., Canton, O.; Batten 
Barton, Durstine & Osborn, Cleveland, 

| Sturtevant division of Westinghouse Elec- 


‘onn.,; 


tric Corp., Boston; Rickard & Co., New 
| York, 

Class “B": Corning Glass Works, Corn- 
jing, N. Y¥.; BBDO, Buffalo. Harris-Sey 
| bold Co., Cleveland; Fuller & Smith & 


Ross, Cleveland. Monsanto Chemical Co., 
St. Louis; Gardner Advertising Co., St. 
Louis. Earl M, Jorgensen Co., Los An- 
geles; Martin R. Klitten Co., Los Angeles 
Lincoln Electric Co., Cleveland; Griswold 
Eshleman Co., Cleveland, 

Class “‘C’’: Chicago Bridge & Iron Co 
Chicago; Russell T. Gray, Inc., Chicago 
Cincinnati Milling Machine Co., Cincin- 
nati (direct). Hercules Powder Co., Wil 
mington, Del; F&S&R, New York. Mead 
Sales Co., New York; Gray & Rogers 
Philadelphia. Tube Turns, Inc., Louis 
ville; Poole Brothers, Chicago. 

Class “‘D’’: Cincinnati Milling Machine 
Co., Cincinnati; Cramer Krasselt Co 
Milwaukee. Pigments division of E, | 
DuPont de Nemours Co., Wilmington 
| BBDO, New York. H. M. Harper Co 
| Chicago (direct). Mead Sales Co., New 

York; Gray & Rogers, Philadelphia. 


| Adclub Elects Klages 


| Norman Klages, advertising 
manager of Reliance Life Insur- 
‘ance Company, has been elected 
|president of the Pittsburgh Ad- 
vertising Club, succeeding Her- 
‘bert Briggs Jr. Other officers 
elected are Carl M. Dozer, sale 
manager of WCAE, vice-presiden' 
|in charge of programs; Joseph E 
| Moore, advertising manager, Jo- 
seph Horne Company, vice-pres! 
dent in charge of special activi- 
ties; Janet Ross of KDKA, vice- 
president in charge of womens 
|activities; J. A. Cullison, secre- 
tary, and C. G. Mallon, treasurer. 


Gets Glove Account 


John A. Cairns & Co., New 
York, has been named to handle 
|the advertising of Daniel Hays 
Company, Gloversville, N. 
glove manufacturer. 
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; the House under a gag rule pre- 
|venting amendments the 
\floor and limiting debate to less 
than an hour. If passed, new 
‘rates would be effective “the first 
day of the second calendar month 
following the calendar month in 
which it is enacted.” 


Fate Uncertain 


Its fate in the Senate, where it 


: -,_| would be handled in the final 
ond class mail escaped a rate in Ihours of the session, was com- 


crease as Republican leaders | pletely 
provised legislation last week) To reduce the impact of a $450 


raising $125,000,000 of new reve- per man pay raise, costing the de- 


nue to offset partially proposed | 
pay hikes for postal workers. partment an estimated $211,000, 


Though the leadership hur- | 200, the House adopted the old 


: Rees postal rate bill (H.R. 3519), 
except for the provisions raising 


i rates on magazines, newspapers 
most of the other specialized | ang other second class matter by 


postal services, post office cOM-| about 30%. As adopted, it would 
mittee Chairman Ed Rees (R.,| change airmail to 6 cents; set up 
Kan.) said that second class waS'_ 10-cent-per-pound rate, mini- 
left unchanged to minimize con-| mum one-cent per piece for con- 
troversy over the bill. trolled circulation publications; 

In the adjournment rush, the! impose a $13,000,000 increase on 
combination postal rate and postal|third class-direct mail advertis- 


Second Class Mail 


Squeezes Through 
in New Rate Hike 


WASHINGTON — Publishers’  sec- 


catalogs, and make substantial in- 
creases on parcel post, and such 
services as special delivery, 
money orders, insured, and reg- 
istered mail. 


AMA Unit Elects Gordon 
William C. Gordon Jr., Curtis | 
Publishing Company, has been 
elected president of the Philadel- 
phia chapter of the American | 
Marketing Association. Other offi- 
cers elected are: Ist vice-presi- 
ident, Walter A. Fox, Fox & 
Mackenzie; 2nd _ vice-president, | 
Leonard A. Drake, Chamber of 


|Commerce; secretary, James S.| 
| Weatherby, and treasurer, Eliza-| 
beth Watters. 
| Lone IsLanp Roap 


| Senate Votes $50,000 
for Basing Point Study 


The Senate last week voted 
$50,000 for a “full and complete” 
inquiry into the implications of 
recent legal attacks on the basing 


POINT, COUNTERPOINT—The Long | 


answer, pointing out what happens if 
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We have been RIDING on the railroad 


COMMUTERS BURIED IN SMOKE AND SOOT WHEN THE 
wInDow uP 


No railroad car windows open with thet of the finger 
maght tebe three on an the Monteut Diwason The 


on! Program 
bette: service and we will be + you Genera! Manager 
David 


Commuters Group 
Bail Road Mosleus Division 


sland Rail Road can probably subscribe 


to the adage, no sooner said than stung. Hardly had the ink dried on one of 
its public relations ads before an irate commuter group fired back with an 


one manages to raise a window on the 


trains. Al Paul Lefton Co., New York, is the LIRR agency. 


point and freight equalization sys- 
tems. | resolution rests on FTC and ICC 

While the inquiry also covers) regulations dealing with transpor- 
the concentration of economic)tation as a factor in computing 


pay bill (H.R. 6916) went before|ing; nearly double the rate on| power, the emphasis in the final price (AA, June 7). 


Those days were dark days 


When the boy on the left posed for 
his picture, only gas jets. oil lamps or 
candles fought off the color of night. 


Tue Boy, today, is the man on the right. 
And within his lifetime, America has been 
put on the electric standard: dependable, 
low-cost electricity lights homes, protects 
— foods, cleans clothes. makes music, does a 
thousand other taken-for-granted chores. 


strung, power plants built by the thou- 
sands. Private capital did the big bulk 
of this job, working through Electric 


Light and Power 
business-managed 


help plan and execute the advertising of 


these clients. 


Millions of miles of wire had to be 


Companies that are 
and tax-paying. We 


Irate Commuters 
Use Ads to Rap 
the Long Island 


New YorkK — Hell hath no fury 
like a commuter scorned. 

The Long Island Rail Road, 
whose recent _ conversion to 
public relations has been exten- 
sively publicized, is putting ar- 
|nica on new wounds, inflicted by 
|the “Commuters Group” of the 
| Long Island’s Montauk division. 

Late in May the Long Island 
'used large space for one of its 
pleasant ads in the “We’ve Been 
| Working on the Railroad” series, 
|depicting the joy of commuters 
'who discover that car windows 
can be raised easily, due to in- 
| stallation of metal sash on 383 
| LIRR cars. 
| One of the ads ran in the East 
Hampton Star, which serves the 
‘line on which coal-burning loco- 
| motives chug their weary way to 
Montauk Point. 

It was too much for the com- 
muters. A highly informal group 
raised some money and published 
‘an ad rebuttal, headlined, 
“We've been riding on the rail- 
/road.” Its illustration was a solid 
black square, with the line, “Com- 
'muters buried in smoke and soot 
when the window went up.” It 
added: “No railroad car windows 
open with a flick of the finger. It 
might take three strong men on 
the Montauk division. The result? 
See above.” 

AA contacted a spokesman for 
| the commuter group. What he 
/said about the railroad was dis- 
mally familiar. What he said 
about the advertising was: “Every 
time the road runs a silly ad, we'll 
| slap ’em down.” 


Dailies Stymied 
Again in Typo Talks 

| Last week New York newspa- 
per publishers and Local 6, Inter- 
national Typographical Union, 
again broke off negotiations on a 
new contract. William Mapel, 
vice-chairman of the publishers’ 
association said: “There is no fur- 
ther point in meeting. Negotia- 
tions have ended.” It was under- 
| stood that the union’s continuing 
|demands for control of Vari-Type 
| operators and Fotosetter operators 
was the issue. 


Names Sorensen Agency 


Sorensen & Co., Chicago, has 
been named to handle the adver- 
|tising of Hallicrafters Company, 
Chicago. Magazines, newspapers 
jand trade publications will be 
used. The account was formerly 
directed by Burton Browne Ad- 
vertising, Chicago. 


McDevitt Made Partner 


Robert McDevitt, formerly man- 
ager of publicity for the home ap- 
pliance division of Westinghouse 
Electric Corporation, has been 
made a partner in the public re- 
{lations firm of Pendray & Leibert 
New York. 
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TIME 


' And so today, not only 1,800,000 men 
but 1,500,000 women are reading TIME each week. 


A psychologist found some reasons why 
so many women read so much of TIME 


A leading psychological consultant questioned hundreds of TIME-read- 
ing women... asked them why they read TIME. 

He found that women read TIME for many of the same reasons men 
read it. And he also found that they read TIME for a lot of typical 
feminine reasons. These reasons, for example: 


**A4 woman has to be well-informed about the news as a 
man. Society demands it of her—her own friends de- 
mand it—her children demand it. So, | began to read 
TIME.” 


**] like people and am interested in how their lives work 
out. [ am curious about important national figures— 
and TIME tells me about them.” 


“I am a constant reader of TIME. Its personal touch in 
reporting on both people and events brings me a more 
intimate picture than I am able to get through other 
channels.” 


Cover -to-cover TIME-reading has 
long been a feminine as well as a 
masculine habit. But how intensely do 


women read TIME? 


TIME department. 


The Weekly 
Newsmagazine 


1600 personal interviews. 


Each week, 1,500,000 women and 
1,800,000 men read TIME. Studies 
among equal numbers of TIME-read- 
ing men and women show the inten- 
sity of readership by sex for each 


The readership figures reported here 
for each department are based upon 


Who are these women with interests 
as wide as TIME? 


The women who read TIME are educated well above the average. Their 
interests, incomes and living standards are also upper-bracket. Most of 
them are wives or daughters of TIME-reading men. 

These wives or daughters have a natural wish to be well-informed— 
have a deep-rooted habit of finding information in TIME, They have an 
intelligent interest in practically ever vthing! 

In a week they do more planning and discussing and managing —in 
the home and out—more buying and consuming and recommending 
than most women do in a month. And all of this with a confidence that 
comes from understanding what's going on, 

When you can get their interest and gain their confidence, you've got 
something. The best place to get both is in TIME. 


How intensely do they read TIME? 


99 Women Milestones ....... 107 Women 
115 Women Miscellany ....... 101 Women 
Business ......... 68 Women 107 Women 
76 Women National Affairs 86 Women 
rT 121 Women People ........... 102 Women 
Education ........ 96 Women 81 Women 
Foreign News .... 81 Women eer 85 Women 
International ..... 82 Women Religion ......... 104 Women 
Latin America . 75 Women ee 74 Women 
Medicine ........ 102 Women 118 Women 


--- read every week by the men and women who are America’s best customers 
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hee sound business instinct says—impossible! But the sales figures 
on toilet preparations may cause you to blush a fashionable pink! 


From 1938 to 1946, sales of perfumes and all types of cosmetics 
were merrily climbing upward. But in 1947 they suddenly dipped. 
And the drop ranged from 8% for face cream sales in drug stores to 
a 26% decline in hand lotion sales in drug and 
department stores. 


\ In 1947, incidentally, the bell tolled for more 
¢ beauty manufacturers than in any year since 


1941! 
Was it mere feminine whim that caused these 
business failures and sad sales statistics? We 


think the explanation is a bit more basic. 


For one thing, that 20°% excise tax made many 
a woman decide to stretch out her supply of pow- 
der, cream, lipstick, make-up and lotion just a wee bit longer. Rising 
prices on almost every item that comes under “cost of living” made her 
beauty budget smaller too. And finally, there has been such a spurt of 
new and “improved” products in the beauty field, that boudoirs are 


probably bulging with bottles, jars, and boxes it will take years to use up. . 


The cosmetic or toilet preparation manufacturer who wants to keep 
his business growing, his sales expanding, his profits climbing — must 


AFFILIATED PRODUCTS 
ANDREW JERGENS CO. 
ARTRA COSMETICS 

A. SARTORIUS & CO. 
ASSOCIATED LABS 
BRISTOL-MEYERS 
CAMPANA SALES 
CARTER PRODUCTS 
CHARLES MARCHAND 
COLGATE-PALMOLIVE-PEET CO. 
F. W. FITCH CO. 


These are a few of 

the Leading Advertisers 

who reach America’s 

Buying Beauty-Market through 
the Dell Modern Group: 


GEORGE W. LUFT CO. 

H. CLAY GLOVER 

HINZE AMBROSIA 
HOUBIGANT SALES CORP. 
HOUSE OF WESTMORE 
HUDNUT SALES CO., INC. 
INT. CELLUCOTTON PRODUCTS 
KAY DAUMIT 

KURLASH CO. 

LADY ESTHER 

LAMONT CORLISS 


| 
LIPSTICe 


sell to a young market, an ever-new market of women who haven't been 
oversold and overstocked, women whose interest in beauty is at its peak, 
and women whose purchasing power is big...and will stay big for 
years to come. 


There is such a sure-fire market available today...a market that has 
been successfully and profitably cultivated for years by many of 
America’s leading cosmetic manufacturers. It consists of the 6,500,000 
young women who read the Dell Modern Group... Modern Screen, 
Modern Romances, Screen Stories. 


2,400,000 of these, for example, read Modern Screen...and they 


LAMBERT CO. 

LEHN & FINK PRODUCTS CORP. 
LEVER BROTHERS 

LORR LABORATORIES 
LYDIA O'LEARY COSMETICS 
McKESSON & ROBBINS, INC. 
MANHATTAN SOAP CO. 
MAYBELLINE CO. 

MURINE CO. 

NESTLE LE-MUR CO. 
NORTHAM WARREN CORP. 


OGILVIE SISTERS 
PACQUIN, INC. 
PEPSODENT CoO. 
PHARMA-CRAFT CORP. 
PROCTER & GAMBLE CO, 
REVLON PRODUCTS 
SCHNEFEL BROTHERS 
R. B. SEMLER, INC. 
SHULTON, INC. 

THE TONI CO. 
WILDROOT CO., INC, 
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are as ready and receptive to a cosmetic appeal as consumers possibly 
can be. Their beauty habits, tastes, and preferences are in the very proc- 
ess of being formed. The advertiser of lipstick, powder, cream, lotion 
or shampoo who goes after them today, will not only find them easy to 
win, but he’ll be making them his customers for years and years ahead. 


62% of these young Modern Screen readers are single...so beauty 
problems outweigh almost any other problems that pass through their 
pretty heads! Besides, the median family incomes of these readers are 
55.4% above the national figure...they can really afford to try that 
new powder shade, that new type of shampoo, that new make-up idea, 
that improved hand care. 


But perhaps the biggest advantage the Dell Modern Group offers 
to cosmetic and toilet preparation advertisers is the youth of its readers 
..-6,500,000 young women with a median age of 23. Contrast this 
with a median age of 35 for women’s service magazines, and you see 
why there’s no better place to tell a beauty story than in the Dell Modern 
Group... magazines custom-edited for 
the tastes, needs and interests of young, 
beauty-conscious women. 


pard, 


No other market offers as big and as profitable an opportunity today 
for the cosmetic and toilet preparation advertiser as this ever-young, 
ever new market of 6,500,000 young women readers of the Dell 
Modern Group. Isn't it time you learned all the details about it? 


WHERE DOES YOUR PRODUCT STAND 
IN THE BEAUTY FIELD ? 


Send for a free copy of your product section of Dell’s 
15th Annual Survey of Beauty... an authoritative, 
complete study that shows competitive position, break- 
down by markets, age groups, income... plus the 
long-range buying trend. Write to Research Depart- 
ment, Dell Publishing Company, 261 Fifth Ave., New 
York 16, N. Y. 


Modern Screen OF THE DELL MODERN GROUP 


MODERN SCREEN...MODERN ROMANCES...SCREEN STORIES Dell Publishing Company, 261 Fifth Avenue, N.Y. 16 
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- Are Conventions Worth It? - 


With five national association 
conferences in the advertising and 
marketing field scheduled last 
week, it is no wonder that ApvEer- 
TISING AGE is more than normally 
interested in conventions. Nor is 
it any wonder that a reprint of 
John McPherrin’s editorial in the 
May issue of American Druggist, 
titled “Make Conventions Worth 
Their Cost,” should have struck a 
responsive chord. 

One year before the war we fig- 


ured that ApvVEeRTISING AGE staff) 
members had personally covered | 


435 conventions, meetings and 
similar gatherings in a_ single 
year. We have not toted up the 
coverage lately, but our guess is 
that the number has _ increased 
rather sharply. Whatever the ac- 
tual figure is, it is a very sub- 
stantial one. And the significant 
thing is that convention assign- 
ments are almost universally dis- 
liked by staff members. 

The reason is obvious. They 
cost a great deal of time and 
money, and they too often result 
in time wasted, listening to the 
same old pointless speech made 
over and over again by different 
people. The “good” convention is 
certainly in the minority among 
those we cover, and it is almost 
shocking to note the enthusiasm 
with which a staff member tackles 
the occasional meeting at which 
something really 
important seems to happen. 

Our staff, of course, hears more 
speeches —and hears the same 
speeches made over 


Advertisers 


There seems to be more rest- 
lessness among advertising ac- 
counts, and more searching for 


new agency connections, than in 
many years. 

Perhaps this is just a reflection 
of the general restlessness and 
feeling of dissatisfaction or under- 
lying lack of confidence which is 
manifesting itself in every phase of 
life. Perhaps it is a result of a 
period of half a dozen years or so 
of “easy living” for advertising, 
and the growing suspicion that 
what was good enough a year ago 
is not quite good enough now. 

On the whole, we are inclined 
to applaud this restlessness and 
uneasiness, this unwillingness to 


go along in the same old way with 
the same old methods and people. 
We feel that such a spirit of eag- 
erness to improve is a good thing, 
a valuable and important thing. 


interesting or 


and over. 


again by the same people — than | 


| 


". . . and not only these but many other educational novelties to keep the 
harassed ad executive amused and relaxed!" 


‘Button, Button 
This story is relayed by scout 


does the usual convention-goer. | Joseph Weitzenkorn, of Lester 


Mr. McPherrin says that those 


who go to a convention expect to) 


get some good out of it, and not 
just a good time. He implies that 


'who is president of Harlem-Adler | 
| Button Company, 


too frequently the convention-goer | 


does not get enough good out of 


the meeting to justify his ex-| 


penditure for transportation and 
hotel, let alone the time he has 


wasted. And our observation is 
that Mr. McPherrin is kind, if 
anything. 


A certain segment of almost 
any industry goes to a convention 
so it can temporarily discard a 
few inhibitions and make the wel- 
kin ring loudly. But this segment 
is never large enough in any field 
to add up to a really successful 
meeting, even from the standpoint 
of numbers. To attract a reason- 
able representation from an in- 
dustry, a convention must get 
more than just the Good Time 
Charlies. And as Mr. McPherrin 
says, these people can be attracted 
time after time only by intelli- 
gently conceived and well ex- 
ecuted programs which provide 
some substantial business meat. 

This, we feel, is particularly 
true in the marketing and adver- 
tising field, where almost every- 
one has an opportunity to attend 
more conventions and meetings 
than he can possibly take in. 
Meetings of admen have to be 
good to make sense. And we’re 
glad to see that on the whole, 
they’re getting better and more 
workmanlike all the time. 


Are Restless 


Only one aspect of the restless 
agency-client picture bothers us 
at all, and that bothers us con- 
siderably. We have a strong sus- 
picion that a good many clients 
are restless for no good reason, 
and that, in too many cases, they 
hire new agencies without giving 


that African natives, 


/movie star. 


‘the buttons — and 


“L” Wolff Advertising, New York. 
One of its clients, Jesse Lichter, | 


was giving a 


farewell party for a_ geologist 
friend who heading for 
Africa. The geologist, Dr. Alan 


Barstein, was telling Lichter that 
what one civilization prized an- 
other despised, etc. 

“How about buttons?” asked 
Lichter, the man of business. “No 
good,” said Barstein, pointing out 
having no 
clothes, need no buttons. Lichter 
later sent a carton of buttons to 
Barstein on sailing day; the but- 
tons were attached to cards bear- 
ing the picture of an American 
Lichter sent along a 
note saying, “I’m testing a switch 
on your basic need theory. See 
how many cocoanuts you can get 
for these.” 

A month later he got a cable. 
“Send another carton. Barstein.” 
Lichter thought it was a gag, and 
sent no carton. A week later came 
a cable. “Please send another car- 
ton.” Three days later another 
cable came, then a fourth, fifth 
and sixth cable arrived, the sixth 
saying, “Serious. Desperate. Urge 
send several cartons imme- 
diately.”’ Lichter sent the buttons, 
and three weeks later a long cable 
came: 

“Thanks, thanks, 
idea importance. Whole safari 
trading cards. Money no good. 
Goddard, Bennett replacing Wash- 
ington, Lincoln. Cards for dig- 
ging, cards for carrying. Spread- 
ing to Gold Coast. Please send 
more. Will pay. But what to do 
with cocoanuts? Barstein.” 

Lichter, so the story goes, sent 

this cable: 
problem. Eat 


thanks. No 


“Cocoanuts your 
them. Lichter.” 


Hot Combination 
David C. Cory, of Lamont, Cor- 
liss & Co., calls our attention to a 


|short item in AA May 17, which 


their present agencies a chance to| 


revamp their activities. 
agency-client 


revise or 

More and more, 
relationships are reaching’ the 
point where longevity becomes 
almost as important as skill. To 
do a really bang-up advertising 
job now, an agency must be prac- 
tically an integral part of its cli- 
ents’ businesses. It must know all 
there is to know about the busi- 
ness and its problems. But that 
kind of knowledge can only be ac- 
quired with time, which in turn 
means that frequent shifts make it 
impossible. 


under the headline “Burns to 
Broiles,”’ reports that Jeanne 
Burns has joined Rowland Broiles 
Advertising, Fort Worth. “What 
cooks?” asks Mr. Cory (who is 


not we trust, of the coffee-cooking | 


Corys). 


Coffin Nails Nailed 

We had begun to think that the 
old anti-tobacco crusade _ had 
puffed itself out. But last week 
we received a brochure about 
Lucky Camfield cigarets (LCMLS 


—Lucky Camfields Make Life 
Shorter). Its proud author is Ed- 
ward L. Wertheim, 11 W. 42nd 


St., New York, who has also re- 
printed an article from Christian 
Herald, “Is your health going up 


| the copy says, 


| chest 


|dustry presented 


in smoke?” by Ross L. Holman. 
We have no particular stake in 
the cigaret business (besides the 
substantial revenue we continue 
{to provide it), but this is a vig- 
orous—and vicious—attack. LC’s, 
“combine all that is 
claimed in other cigarets ... give 
you the greatest kick—right in the 
help football players 
‘kick-off’—at an early age. . . Call 
for LC, it satisfies the manufac- 


'turer, the tax collector, the doc- 
and the undertaker.” 


“To paraphrase a well-known 
auto slogan,” the booklet goes on, 
“*When there are better lies, we 
will tell them.’ Always remember 
our authoritative (sic) high pres- 
sure advertising helps foster ill 
health.” 


At Long Last 

Comic strips, which periodically 
get a working-over from some 
outraged sociologist, enjoyed brief 
recognition last month, when New 
York’s Museum of Science and In- 
certificates of 
merit to the New York Journal- 
American and Mirror, and opened 
an exhibit called “50 Years of the 
Comics.” 


Enterprise 


In Massillon, O., is a three-mar- 


|ket chain called Bordner’s, which 


turns out slick advertising copy, 
so much better than ordinary food 
ads that it rates mention. The 
biggest difference is a sense of 
humor. The layout is conven- 
tional, but the ad manager thinks 
nothing of saying of onions, “the 
smellody lingers on;” of Chipso, 
“Hey, it’s back . . . nobody cares;” 
of paper napkins, “fit under any 
chin;” of Tender Leaf tea balls, 
“Jim Kammer says he used one 
all last summer,” and of Camp- 


bell’s tomato soup, “Best in the 
vest.” 
Jottings . 


We thought of doing something 
about the woman in Valley 
Stream, a peaceful village on Long 
Island, who was willing to dive 
into matrimony with any man who 
had the $10,000 springboard, but 
gave it up. Here was another case 
where money had more allure 
than any amount of Tabu... 

And a tipped hat to McNeill & 
McCleary, Los Angeles, which has | 
“moved to more crowded quarters, 
less conveniently located at 1655 
N. Cherokee, Hollywood,” neatly 
reversing one of the business’ bat- | 
tered cliches... 

We are shocked to learn that a) 
Superman bubble gum will shortly | 
be launched by Fo-Lee Gum) 
Corp., Philadelphia. Can’t you) 
hear that radio opening “It’s a 


The following documents may be 


secured without charge from com- 
| panies sponsoring them or through 
| ADVERTISING AGE, by any national! 


advertiser or advertising agency 


/executive writing on his business 


ADVERTISING 
Chicago 11. 


letterhead. Address 
AcE, 100 E. Ohio St., 


No. 3095. The $3,266,800,000 Caro- 


linas Market. 
Sales in 1947 in the Carolinas 


|gained 35% over 1946, according 
|to this market study, 


sponsored 
by the Carolinas Advertising Ex- 
ecutives Association to mark its 
10th anniversary. The study de- 


_ scribes the states’ population, in- 


dustries, crops, tourist industry 
and many other details, and in- 
cludes a tabulation of the circu- 
lation of Carolinas dailies. 


No. 3096. Grocery and Drug Route 
Lists, Fort Worth. 

The merchandising department 
of the Fort Worth Star-Telegram 
has prepared three route lists: 
(1) Fort Worth and West Texas 
drug stores and a listing of West 
Texas drug wholesalers by coun- 
ties; (2) Fort Worth retail gro- 
cery outlets, including’ chain 
stores, grocery wholesalers and 
produce wholesalers, and (3) 
West Texas grocery stores and a 
listing of West Texas grocery 
wholesalers by counties. 


No. 3097. An Enumeration of Re- 
tail Outlets. 

This study, compiled by Dun & 
Bradstreet for Life, covers outlets 
in 14 lines of business in each 
state, in 594 U. S. markets and 185 
major U. S. cities. 


No. 3098. The Road and Street 
Contractor. 

Gillette Publishing Company, 
publisher of Roads & Streets, has 
issued this report containing facts 
about current highway construc- 
tion, types and cost; distribution 
of contracts by size; type of work 
handled by R&S contractor read- 
ers, and media circulation among 
contractors in the highway field. 


No. 3099. Education Is Big Busi- 
ness. 

A statistical picture of the na- 
tion’s school market is provided 
in this study, published by School 
Management. It includes types of 
schools; enrollment; attendance: 
number of teachers; public school 
expenditures (supplies, equip- 
ment, maintenance, new  build- 
ings) and other details. 


No. 3100. Supplies and Equipment 
Sold to Dairy Farmers. 
Olsen Publishing Company has 
issued two surveys under this 
heading: one covering supplies 
and equipment seld by manufac- 
turers of butter, cheese and con- 
centrated milks, and the other, 
supplies and equipment sold by 
milk pasteurizing and _ bottling 
plants. Olsen publishes Ice Cream 
Review, The Milk Dealer, Na- 
tional Butter & Cheese Journal 
and Dairy Industries Catalog. 


No. 3101. Surveying the Market. 

Market Growers Journal has 
published this survey of its mar- 
ket, showing the type of equip- 
ment used by commercial vege- 


|'table growers, and the percentage 


of growers using certain equip- 
ment. 


|No. 3073. The Associated Busi- 
ness Papers. 
The ABP has published a book- 
let to report on what it is, what 
it stands for and how it serves ad- 


bird, it’s a plane, it’s Superman—|vertisers, agencies, member pub- 


with a big wad of bubble gum in| 
his kisser”? ... 


lishers and the business press as 
a whole. 
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THE MARKET 
WITH 
“FIGURES!” 


You need today’s facts 
and figures on Philadelphia— 
America’s 3rd market ! 


LY 


1948” Figures show Inquirer 
preferred by Philadelphia Men’s Stores 


INQUIRER 2nd PAPER 


188,166 136,831 
LINES LINES 


DAILY AND SUNDAY DAILY AND SUNDAY be 


* FIRST 3 MONTHS 


Hit your sales target with the right 
ammunition. Today that means 


THE INQUIRER in Philadelphia. Out front 


in linage—outstanding in productivity ! 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA J 4 


Philadelphia 


Exclusive Advertising Representatives 


T. W. LORD, Empire State Building, N.Y.C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
Longacre 5-5232 Andover 6270 Cadillac 6005 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 + 448 S. Hill St., Los Angeles, Michigan 0578 
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GOP Confident That Its 
Congress Satisfies Public 

WASHINGTON—Republicans head 
toward Philadelphia confident that 
they are assembling to name the 
next President of the United 
States. The job can probably fall 
to Sen. Arthur Vandenberg—if he 
will take it. If he refuses—as 
some say he will—the Taft or- 
ganization is prepared to make a 
very strong fight. 

Republicans believe their Con- 


gress has given the country what| petty tyrants, like appropriations) ter treatment. 
|committee chairman John Taber. | 
less government control, a spirited | A deadlock, and a particularly in-|terstate and foreign 


it wants—labor and tax reform, 


By STANLEY E. COHEN, Washington Editor 


fight to cut government spending. 
They suspect that most people, in 


| November test. 


auspicious selection at Philadel- | 
phia might yet supply a rallying) 
point which would enable a) 


|; scrapper like Harry Truman to 


squeeze successfully through the 


| Sometimes it’s said that the Re- 
publican Congress is entirely too 
|sympathetic to every industry 
group with a real or imagined) 
woe. Don’t tell that to a broad-| 


committee for the O’Hara bill 
stripping FTC of authority to hold 
hearings and issue orders; and the 
oil industry feels it “just missed” 
passage of the Tidelands Oil bill. 

Assuming a Republican major- 

ity, there will be some interesting | 


|scrambling for the Senate inter-| 


state commerce committee chair- 
manship when the 81st Congress 
assembles. Radio legislation, anti- 
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signs, the instinctive reaction 
would be to fill the job with a 
“career” federal worker. While 
this may sometimes be a praise- 
worthy objective, many people— 
including Census Bureau employ- 
es—would prefer a distinguished 
outsider—a man respected in the 
statistical professions. Mr. Capt 
has good family reasons for pre- 
ferring a job in New York. Be- 
sides that, he is convinced that 


these times of relative prosperity, | caster, though, after the action of|trust revisions and many other|Census Bureau will never get 


are indifferent to the New Deal| 
reforms which the Truman ad-' 
ministration proposes in its fight 
for survival. 


The intra-party fight over the | 


appropriation for European re- 
construction points up the single 
fear overshadowing the party’s 
hopes. The 80th Congress 


has | 
produced more than its share of | industry groups got relatively bet- to take the job. Behind him is/| 
| Sen. Clyde Rees Kan.) 


the Senate interstate commerce | important items will be ripe for| sympathetic 


committee recommending new) 
radio law approving—over the in- 
dustry’s most bitter protests— 
FCC’s “Blue Book” policies. Or 
}to the natural gas industry, which 
claims it is too closely regulated | 
the Federal Power Commis-| 
sion. On the other hand, other | 


The drug people | 
won approval by the House in-| 
commerce | 


attention next year but it is not'| 
yet certain who will succeed Sen. | 
Wallace White (R., Me.), the’ 
present chairman, who is retiring. | 
New Hampshire’s “maverick” Re- | 
publican, Charles Tobey, is first) 
wi line, but he has to give up the 
banking and currency committee | 


If Census C. Capt re- 
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Of: ‘Tennessee's 


Capital City 


tells the ladies 


| | $4,250,000. 


It takes selling power to make the ladies rush in and buy latest fashions. 
leading department stores here have used WSIX consistently for four, five and 


| 


consideration from 
House appropriations committee 
chairman John Taber while he is 
in the job. 
When Senator Vandenberg ac- 
cused his party colleagues in the 


House of using a “meat tech- 


nique, he may.have been express- 
ing the exasperation which many 
sincere Senate Republicans feel. 
Appropriations conferees under 
Sen. William Knowland (R., Cal.) 
waged a vigorous fight before sal- 
vaging $4,073,000 to keep the Bu- 
reau of Labor Statistics going in 
1949. The House committee stub- 
bornly stuck to a totally inade- 
quate $2,500,000, and it was only 
after the Senate instructed its 
representatives to stick to their 
guns that a compromise was ar- 
ranged. The Senate had proposed 


* * 


Another example of the mis- 
chief caused by the House appro- 
priations committee in its “meat 
ax” operations is found in the 
current confusion over the future 
of surplus property disposal. With- 
out consulting House expenditures 
committee members who have 
charge of these matters, the ap- 
propriations committee voted to 
fold up War Assets Administra- 
tion August 31, and farm out the 
disposal job thereafter to three 
other agencies. Accusing the com- 
mittee of acting “in complete ig- 
norance and with total disregard 
of the legal and economic aspects 
of the situation,” Rep. Chet Holi- 
field (D., Cal.) complained, “I am 
getting a little fed up with the 
policy of plowing under the crop 
because of the expense of the 
harvest.” 

% a * 

Those mobile radio services are 
at last coming into their own. 
FCC last week allocated perma- 
nent frequencies for a number of 
important services, including taxi- 
cab, intercity bus, truck, railroad 
and urban transit services; also 
power, petroleum, forest products 


special industrial services. 


‘Alsup Leaves Buchanan 


And 


seven years to bring in the crowds. That's proof again. 
WSIX gives effective sales coverage of Nash- 


ville's 51-county 


consistent power to sell. Call your near- 


est Katz 


National Representative: 


And WSIX-FM ® 71,000 W ® 97.5 MC 


WSIX gives you all three: Market, Coverage, Economy . 


retail trade area. Investigate | 


representative for any facts 


and figures you may need. | 


| 


THE KATZ AGENCY, Inc. 


Charles C. Alsup, account ex- 
ecutive of Buchanan & Co., Los 


| Angeles, on the Western Air Lines 


account, has resigned. The airline 
account will be serviced by an ex- 
ecutive group headed by R. E. 
Jacobson, Buchanan  vice-presi- 
dent and southern California man- 
ager, and Charles E. Coleman, 
copy chief. 


WSIX's cost per listener and past record for Readies Voicewriter Ads 


Advertising for the Edison elec- 
 toanis Voicewriter will appear in 
|Canadian business papers, follow- 
ing clarification of import restric- 
tions as they affect Thomas A 


Edison, Inc., products. Ronalds 
Advertising Agency, Toront»®, 
handles the account. 
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100 E. OHIO ST., CHICAGO 11 \= 
DELAWARE 1336 


ADVERTISING AGE (Gccaecee TO SET THE PACE, AND LEAD THE PARADE 


637,126 lines in the lead 


P 


Ww 
IT’S THE SAME OED STORY! 


Again—and as usual—Advertising Age leads the advertising press in pro- 
motional linage . . . just as it leads in intensity of readership, and in editorial 
importance to important people. 


Because they know there is no editorial formula in this business more potent 
than news—adequately and accurately presented—to impel immediacy of reader 
action at the decision-making levels, media and services invested in more than 
21% million lines in Advertising Age last year . . . 637,126 more lines than the 
nearest contemporary .. . five times the total linage of the publication on the 
bottom of the list. 


Obviously there is a compelling reason for this overwhelming preference: 
Repeated experience proves that advertising in Advertising Age does the vital 
job you want it to do... the imperative job of creating favorable familiarity 
with your medium or service in the minds of those executives who can make the 
final decisions. And it does this job for you, what’s more, at the lowest cost per 
inch per thousand circulation in the entire advertising field. 


people! 


330 W. 42ND ST., NEW YORK 18 
LONGACRE 4-2737 


LEADERSHIP 


IN PERCENT OF TOTAL 


E 
16.3% 


Advertising Age 


LEADERSHIP IN GAIN 
IN PERCENT OF TOTAL 
1947 over 1946 
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dition to direct mail, will be used Lanolin Widens Market 
for Tattoo. Consolidated Cosmetics, Chi- 
cago, has been named to handle 
: ; national sales and distribution of 
J. M. Harding Retires all products of Lanolin Plus Cos- 
J. Morgan Harding, manager of | metics, Chicago, maker of skin 
The Saturday Evening Post adver- | oj). 
tising sales in the Philadelphia of-| been sold in parts of the Midwest 
fice of the Curtis Publishing Com-|and Pacific Coast. 
pany for 20 years, has retired.| campaign is planned through the 
John L. Brummett, with the Phila- Chicago office of Roy Ss. Durstine, 
\delphia office for 13 years, suc-| Inc. 
ceeds Mr. Harding as advertising 
sales manager. 


Two Appoint Copeland 
Allan J. Copeland Advertising, 
Chicago, has been named to han- 
dle the advertising of Lynette per- 
fumes, toilet water and soaps for 
Bristow Corporation and _  cos- 
metics for Tattoo, Inc. The Lyn- 
ette line will be promoted in busi- 
ness papers and direct mail. Chain 
Store Age and Drug Topics, in ad- 


‘Strang & Prosser Named 


| Strang & Prosser Advertising 
Laco to Kastor, Farrell | Agency, Seattle, has been named 


Laco Products, Inc., Baltimore, |to direct the campaign for Initia- 
Fria Dien at low eset. , has appointed Kastor, Farrell,|tive 171, a proposal sponsored by 
pad Chesley & Clifford, New York, to| Washington State hotels and res- 
handle advertising for Laco sham- | taurants to enable them to serve 
poo, olive oil and olive oil soap. liquor by the drink. The issue will 


|appear on the November ballots. 
| 


| 


‘Named Sales Manager 
| V. F. Blake, formerly director 


with LIFE-like 
CATCHER 


7 SOUTH CLARK STREE 


of advertising, sales promotion and 
public relations for Canada Health 
Accident Assurance Corpora- 
|tion, has been named sales man- 
|ager of Age Publications Ltd., To- 
ronto. 


CHICAGO + WABASH 6284 


Such Consistently Good Signs 
Aid in Building the Good Will 
and Con fidence of Dealers 


—says The Lowe Bros. Co. 


P. B. WILLIS 


| = THE LOWE BROTHERS COMPANY me 


— DaYTow F2. USA 
& 


Jecuary 6, 1%6 


Artkraft Manufacturing Corporation 
Lime, Ohio 


Attention: Morton L. Clark 
Dear Mort: 


Por many years now signs by the eaploed have been rolling 
in, and all of them have been coming from t. For 
nearly 80 years we have fanaticaily stuck to the idea that 
everything we make or supply our dealers must be so good 
that we can take greet pride in selling it. In supplying 
@ eign which we can back up 100%, you indirectly aid us in 
| budlding the good will ané confidence of our dealers. So 
it's time to express our appreciation for consistently 
goot aigns down through the years. 


Yours very truly, 


THE LOWE BROTHERS COMPANY 


Willis 
Advertising Manseger. 


DEALER SIGNS 


CAN MAKE 


YOUR NATIONAL ADVERTISING 
5 TIMES AS EFFECTIVE 


THEY’RE THE FINEST 


| 
| Increase your sales 14.6%/,** 


(Certified audited records show Artkraft* signs 
to be 999/1000 perfect over a period of years) 

/ lor over a quarter century we have regularly served leading merchandisers 

including Westinghouse, Frigidaire, Deloo-Heat, Shell, A & P, Pittsburgh 

a Paints, Lowe Brothers Paints, Dupont, General Electric, Red & White Food 


Stores, and many others 


LITERATURE 


“HOW TO SET UP A SUCCESSFUL 
DEALER SIGN PROGRAM" 


~ 


THIS COUPON FOR YOUR CONVENIENCE 


SIGN COMPANY 


Division of Manufacturing Corporation 
900 Kibby Street, Lima, Ohio, U. S. A. 


Please send, without obligatior details on Artkraft signs and 
instructions on how to set up a successful dealer sign program 
( } We are interested in a quantity of outdoor dealer neon signs 
We are interested in a quantity of Porcel*-M-Bos'd store front 
SIGN COMPANY 


MANUFACTURERS OF THE FAMOUS * BEV-LINE 
LOW BOY BEV-COOL BEV-FOOD 


BEV-ETTE BEV-GIANT MAYTAG HOME FREEZER 


QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 
@ Manufacturers of the famous Maytag Home Freezer, Artkraft Bev-Food Beverage Cooler and Food 
Refrigerator, Artkraft Signs for National Advertisers, Artkraft Low Boy Table Top Refrigerator, Bev- 
Giant Cooler, Bev-Ette Office Beverage Cooler, Bev-Cool Bottle Coolers for Dr. Pepper, Double 
Cola, Whistle, Vess Cola, O-So Grape, B-1, Red Rock Cola. 


* Tredemark Reg. U.S. Pot. Off. ** Proved by actual audited research. 


This product previously has | 


A national | 


Advertising Age, June 21, 1948 
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J. P. “Pat” Williams, exec. v.p. of Station WING, Dayton, and 
WIZE, Springfield, and his wife are parents of their third child— 
first daughter—born May 25. The children’s maternal grandfather 
is Charles Sawyer, recently appointed Secretary of Commerce. . . 
Last month, also, Sydney H. Eiges, NBC vice-president in charge 
of press in New York, became the father of his second child, Mark 
Robert. . . 

Friends of E. K. Gaylord, publisher of the Oklahoman and 
Times, Oklahoma City, have been congratulating him on his desig- 
nation by The Saturday Evening Post as the town’s leading citizen 
in its article on Oklahoma City. He is also publisher of the Far- 
mer-Stockman, head of WKY and other radio stations, and a suc- 
cessful dairy farmer too. . . 


RECEIVES DEGREE—Sidney D. Kirkpatrick, center, editor of Chemical Engineer- 

ing, a McGraw-Hill publication, receives the honorary degree of Doctor of Engi- 

neering. Shown at commencement exercises of Polytechnic Institute of Brook- 

lyn are, left to right: Dr. Carter Davidson, president of Union College; Dr. James 

W. Parker, president of the Detroit Edison Co.; Dr. Kirkpatrick, Dr. Harry S. 

Rogers, president of Brooklyn Polytechnic, and Dr. Charles E. Potts, chairman 
of the Polytechnic Corporation. 


J. N. McDonald, ad manager of Anaconda Copper, is completing 
30 years in the service of the organization. He joined Anaconda 
immediately after graduating from the University of Illinois in 

J. C. MeQuiston, former advertising manager of Westinghouse, 
and now retired, attended a dinner at Hot Springs, Va., June 1 to 
celebrate the organization of NEMA. Many other pioneers of the 
electrical industry were on hand. . . 

Samuel O. Dunn, president and chairman of Simmons-Board- 
man, got a big hand from old friends when he attended the recent 
convention of the ABP at Hot Springs, Va., for the first time in 
three years. 

“The Long Walk” is the title of a new book written by Betsy 
Barton, daughter of Bruce Barton, BBDO chairman... Ted Royal 
of the Ad Council is carrying out an office color scheme to match 
his name. So far, the reception room has received the royal blue 


treatment, and it’s understood that more of the color will be 
used... 


PASS THAT PEACE PIPE—When the Indians of the Milt Hinkle rodeo stopped 

by WSSV, Petersburg, Va., to make reservations for spot announcements, their 

attire, as can be seen above, put the station into a rodeo spirit. From left to 

right are: The Cherokee Kid, Chief Crazy Bull, Lone Star Ranger and Louis H. 
Peterson, president and general manager of WSSV. 


Sally Woodward and Mabel Flanley, who head a New. York pub- 
lic relations company that employs only the fair sex, sounded off 
about men in a recent feature story in the New York World-Tele- 
gram, thus: “If a man knew how to gear a program to women, he’d 
be very valuable here—but what man could know a woman's 
mind?” ... 

Edward D. Madden, executive v.p. of the American Newspaper 
Advertising Network, and Mrs. Madden have returned from a 
holiday in Bermuda, where they celebrated their fifth wedding an- 
niversary. .. ABC’s v.p. in charge of public affairs, Robert Saudek, 
gave a series of lectures at Radcliff College not long ago... J. 
William Thomas, ad director of Liberty, has been named gen’! 
chairman of the campaign committee of the Gardner School, oldes‘ 
girls’ school in New York... 

Zenn Kaufman, merchandising director of Philip Morris & Co. 
New York, welcomed a new son, and Clarence de Bruyn, produce 
for CBS shortwave, is the father of a daughter, born on May 19. . 

Warren C. Platt, publisher of National Petroleum News, Cleve- 
land, is in Europe studying oil industry problems. During the wa 
he covered the fighting fronts for NPN as an accredited war cor 
respondent. He is accompanied on the present trip by Mrs. Platt 
and expects to return in about six weeks. . . 


Fow 
Lea 
Cou 


NEW 
preside 
pany, I 
dent of 
poratio: 
senior 
Co., an 
dent of 
have jc 
cil’s in 
tee. 

This 
busine: 
sugges 
paigns 
Counci 
on CoO 
specifi 
counci 
get. 

Rest 
forts 
amour 
cash a 
000 
counci 

The 
on th 
under: 
econo! 

will b 


Jack 


Pau 
in the 
ing, L 
as ma 
namec 
ing a 
Wyatt 


Nan 


Pen 
tion, | 
Penn 
builde 
Gould 
agence 


Nam 
| Title 
Com 


| Add 
| City 


16 
| | 
| 
| by biggest advertisers 
| 
. 
c, + photo engravings: | 
— 
| 
| 
| 
| — 
J 
: 
: : qu 
: 
es 
OR 
10 
FILL 
Adve 
div. 
— SIGNS + 100 | 
Gent 
LONG 
= = LLEE Plea: 
I Sale: 


— 


and 
ild— 
ather 
large 
Mark 


and 
esig- 
tizen 
Far- 
suc- 


iLeaders Join 


Four Industry 


Council Committee 


New York—John L. Collyer, 
president of B. F. Goodrich Com- 
pany; Benjamin F. Fairless, presi- 
dent of United States Steel Cor- 
poration; Charles B. Harding, 
senior partner, Smith Barney & 
Co., and Robert L. Warren, presi- 
dent of Brockway Glass Company, 
have joined the Advertising Coun- 
cil’s industries advisory commit- 
tee. 

This committee, composed of 36 
business leaders, was formed to 
suggest new public service cam- 
paigns which the Advertising 
Council should conduct; to advise 
on council campaigns affecting 
specific industries, and to aid the 
council in raising its annual bud- 
get. 

Results of the fund-raising ef- 
forts of the committee to date 
amount to $173,477 received in 
cash and pledges toward the $650,- 
000 necessary for the 1948-49 
council operation. 

The committee is now working 
on the campaign for a_ better 
understanding of the American 
economic system. The campaign 
will be launched in the fall. 


Jackson Succeeds Haney 


Paul Jackson, a junior partner 
in the Henry M. Haney Advertis- 
ing, Dallas, succeeds Mack Haney 
as manager. Mr. Haney has been 


Chatham Names Breese 


Chatham Pharmaceuticals, Inc., 
Newark, has named Murray 
Breese Associates, New York, to 
handle its medical and retail drug 
journal advertising and _ direct 
mail, effective July 1 


Pheatt Joins Hevenor 


John Pheatt, formerly of Carl 
Byoir & Associates, New York, 
has joined the staff of the Hevenor 
Advertising Agency, Albany, and 
will specialize in public relations. 


attorney, succeeds C. H. Davidson, 


tribution of monosodium gluta- 
mate, soy flour and lecithin. Henry 


McNamara to ‘Parade who has resigned. Richard Nagle, 


Thomas J. McNamara, formerly advertising manager, has been 


production manager of the | a 
taglio Service, Chicago, has been Gales and 


appointed production manager of | 
Parade, How Sem, York. 


Staley Appoints Three | | 
Paul D. Doolen has been ap-| 


pointed industrial sales manager 
of A. E. Staley Mfg. Company, 
Decatur, corn and 
processing company. Mr. Doolen, | 
formerly the company’s general | 


Volle succeeds Mr. Nagle as ad- 
vertising manager. 


OUR BUSINESS IS THE HANDLING OF 


PREMIUM ond CONTEST Response: 


FREE 16 PAGE BOOKLET 


MINNEAPOLIS 3, MINNESOTA 


named director of sales, advertis- | 


ing and public relations of the 
Wyatt Food Stores. 


Names Miller-Gould 


Penn Supply & Metal Corpora- 
tion, Philadelphia, maker of Billy | 
Penn formed metal products for 


builders, has appointed Miiller- 
Gould & Co., New York, as its 
agency. 


KEY 10 PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 

Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 


This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY — $2. 
ADVERTISING PUBLICATIONS, INC. 


100 E. Ohio St. Chicago 11 
FILL IN AND MAIL THIS COUPON 
TODAY 
1 Advertising Publications, Inc. 
Div. 922 
1 100 Ohio St., Chicago II, Ill. 
Gentlemen: 
Please send me —— copies of "Successful 1 


I Sales Training.” Enclosed is $————. 


| 


| 


PANCAKE MIX 


The well 


| 


This full color litho- 
graphed display 62” high 
won the highest award 
for the best inside store 
display. Designed and 
produced for Pillsbury 
Mills, Inc. 


* MEMBER® 
POINT OF PURCHASE 
ADVERTISING INSTITUTE, INC. 


6 N. MICHIGAN AVE. ° 


Mom 
Fiveo Ir/ 


This full color lithographed display 40” 
high, featuring Curity Surgical Dressings, 
won the highest award for the best store 
window display. Designed and produced 
for Bauer & Black, Division of the Kendall 
Company. 


designed and 
produced by 


A group of specialists who concentrate 


exclusively on designing and producing lithographed 
display material. This service may be helpful to you. 


CHICAGO 2, ILLINOIS * FRANKLIN 9440 
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Exhibitors Try 
New Cost Plan 


New York—The Exhibit Pro- 
ducers and Designers Association 
has announced a plan which it 
hopes will aid industrial advertis- 
ers, many of whose budgets have 
been improperly allocated on ex- 
hibits. 

Under the EPDA plan, adver- 
tisers will allocate separate funds 
for exhibits in the advertising 
budgets, and expense reports for 
personnel responsible for man- 
ning the exhibits will break down 
the actual cost of transportation, 
erection, maintenance and knock- 
down from general convention ex- 
pense. 

The exhibit producers feel that 
exhibits often have to bear en- 
tertainment and other expenses 
they should not have to bear, 
through lack of proper expense 
breakdowns. The group will 
shortly release a booklet on the 
elements of exhibits and proper 


reason 


MADE MONSELLES 


L IVING 


Young homemakers set 
the style for better 
living. You'll do 
better to style 

your advertising 


for young homemakers 


...and place it in 


the pages of 


their own magazine 


=MOISELLES 


ALYV i! 
the magazine for 


smart young homemakers 


A Street & Smith publication 
122 East 42 Street, New York 


construction methods, which may 
be secured from EPDA’s publicity 


department, 773 ist Ave., New 
York 1. 
‘NPN’ Boosts McKinley 


Kenneth W. McKinley, formerly 
midwestern representative of the 
National Petroleum News, has 
been named advertising sales 
manager with headquarters in 
Cleveland. A. L. Sommerud and 
Webb Howard will cover the ter- 
ritory from Cincinnati to Denver. 


Names Lee Ramsdell 


Valentine’s Meat-Juice Com- 
pany, Richmond, Va., manufac- 
turer of liver products, has ap- 
pointed Lee Ramsdell & Co., Phila- 
delphia, to direct its advertising 
in medical and drug journals and 
its direct mail program. 


Columbia Signs Moffat 


H. Moffat & Co., San Francisco, 
has signed with Columbia Pacific 
network for a 26-week program, 
“Chuckwagon Tales,” to be aired 


Sundays 2-2:15 p.m., PST, be- 
ginning June 20. The program 
will plug Moffat Manteca-fed beef. 
Makelim Associates, Hollywood, is 
the agency. 


Four Appoint Fellman 
Leonard F. Fellman & Asso- 
ciates, Philadelphia, has been 
named to direct the advertising of 
Taicher Company, Camden, N. J., 
and New York, maker of wom- 
en’s shoes; Cutler Metal Products 
Company, Camden, maker of 
Craft-Cut stall showers; Table 


Corporation of America, Chelten- 
ham, Pa., occasional furniture, 
and Rand Silver, Philadelphia. 


Fogarty Adds Account 

Highway Safety Appliances, S:. 
Paul, has appointed C. C. Fogarty 
Company, Chicago, as its agency. 
The company, maker of a cab- 
controlled electric sanding device 
for trucks and buses for traction 
on icy pavements, has made its 
largest appropriation for a na- 
tional campaign in cold weather 
states. 
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Ingenieria Internacional Construccién * The Machinist (London) * Annual Buyers Guides 


McGRAW-HILL 


Publishers of: McGraw-Hill Digest * The American Automobile (Overseas Edition) * El Automovil 
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Macy’s Sales 


Pass Gimbel's 


New Yorxk—R. H. Macy & Co.’s 
net sales of $304,952,090 in the 12 
months ended Jan. 31, 1948, nosed 
out Gimbel Bros., its competitor 
around the corner, by $3,706,001. 
Gimbel’s sales for the same period 
were $301,246,089. Both figures 
represent new highs, but Macy’s 
sales climbed from $278,592,242 
the previous year, whereas Gim- 


bel’s were $293,352,489. 

Net profit for Gimbel, based on 
the last-in- first-out inventory 
evaluation system, was $6,221,912 
for the last fiscal year. Macy’s 
profit, using the same inventory 
method, was $8,112,756. 


Seybold Unit Moves 


Harris Seybold Company has 
moved its eastern district head- 
quarters and service offices from 
75 Varick St. to 380 Second Ave., 
New York. 


Two Appoint Lindsay 

Sorensen & Co., Stamford, 
Conn., manufacturer of high fidel- 
ity voltage regulators, and Clinton 
Nurseries, Clinton, Conn., have 
appointed Lindsay Advertising 
Agency, New Haven, Conn., to 
handle their advertising. The Sor- 
ensen account becomes effective 
July 1. 


Two Join ‘Look’ 
Frances Hughes and Marian 
Page have joined the women’s de- 


partment of Look, New York. Miss 
Hughes will be assistant to Mrs. 
Gardner Cowles, and joins Look 
from Mademoiselle, where she has 
been special projects editor for 
the past five years. Miss Page was 
her assistant. 


Appoints Mackett 

Charles W. Mackett has been 
appointed manager of sales opera- 
tions for the Hewitt Rubber divi- 
sion of Hewitt-Robins, Inc., Buf- 
falo. He formerly was assistant 
sales manager of the division. 


instead of a big profit, for you 


“Sounds peculiar? Well, maybe ... but listen to this: 


“Well, what are you going to do about it?” 


“ no, no... you don’t understand. You see, even tho your overseas market has increased 
three times over what it was pre-war, you're very likely to make a big loss instead of a big prefit. 


“In the next five years our overseas market will be about 60 billion $. 
That's 12 billion a year — three times the average pre-war annual rate. 


“Now perhaps you don’t realize it, but The Marshall Plan guarantees nothing. 
It’s just a hypodermic, nothing more. 


“It’s like lending a little money to a friend who has been on the skids. 
Your friend takes the money and buys new shoes, a suit, hat, shirt and tie; he gets a shave and a haircut, too 
... all 80 he can get started again on a new job. 


“When your friend saves a little money, he'll pay you back. 
By this time, however, he may have gone to work for your competitor; he may even go in to business for 
himself and compete with you directly. 


“You see, your overseas markets are big now... but don’t forget it’s dependent on 
the Marshall Plan hypodermic at the moment... but foreign competition is increasing 
... competition which you must beat to keep the market you have been developing... 


“If you relax and don’t sell hard now... well, you know people have a way of forgetting 
... you know what would happen to Lucky Strike sales if they stopped advertising, don’t you? 


“You can keep this 60 billion $ market—but you’ve got to keep ringing doorbells 
and repeat that sales talk. If you don’t, you'll find that another salesman 
has turned YOUR customers into HIS customers. 


how expanding world trade could mean a big loss, 


“Sure, that’s all to the good. But remember, a large part of that market is due to The Marshall Plan, 
now operating as the ECA... 


“You wouldn't expect him not to, would you? ... just because you loaned him a little money once... 


“Well, the Marshall Plan is something like that ... Some of the countries we're helping now 
will be competing with us soon... some are even doing it now... 


“Of course, I’m not suggesting that The Marshall Plan should not have been put into effect. On the contrary, 
we urgently needed it for many reasons... But I am saying that it presents us, as businessmen, 
with some problems that may turn our profit curve downward, if we’re not careful... 


“Now even tho many of your customers overseas don’t speak English,—they’re no different in this respect . . . 


INTERNATIONAL CORPORATION 120 sand se, now 18, 


Americano * Pharmacy International * El Farmacéutico * Ingenieria Internacional Industria 


for Industrial Machinery, Construction Equipment and Automotive Products 


— 
Headquarters for World-wide Business and Industrial Information 


| 


IT IS A MANZ viewpoint that 
every piece of commercial printed 
matter is purchased with a very 
definite selling purpose in mind. 
Whether a small envelope, a 
broadside, a catalog, or complete 
direct campaign, each has _ its 
designated mission. Used as an 
announcement to the dealers, or 
to influence the consumer market, 
or to introduce a new product each 
piece must be considered as a 
member of the sales organization. 


Treating each piece as part of 
the sales force, we should inject 
into it the many favorable attri- 
butes which make a good sales- 
man. Neat, clean in appearance, 
articulate to a point where no 
doubt or questions are left in the 
mind of the recipient, capable of 
carrying the story concisely and 
convincingly are just a few of the 
specifications not usually written 
into the deal, but are important 
factors to the success of any sell- 
ing printed matter. 


Before a salesman says a word, 
the impression he makes depends 
upon his general appearance. And 
so it is with a piece of sales pro- 
motional printed matter. Out of 
register, poor color, bad margins, 
or trimming—they are comparable 
with a salesman wearing three 
days growth of beard, dirty shirt, 
or unshined shoes, 


The printed ~ sales message 
should make an inviting impres- 
sion. Sometimes this costs a little 
more, but it is money well spent. 
It could be that a very important 
prospect might receive the only 
badly printed piece in the entire 
run, It might turn him against the 
proposition. 


With the viewpoint that each 
piece is a potential salesman, Manz 
inspects both sides of every sheet. 
This costs a little more, but it is 
safe insurance for the buyer. 


Manz prices are not low. The 
additional quality factors which 
go into each job are of direct bene- 
fit to the Manz customer and in 
no way reflect a pride penalty. 


A Manz man will gladly call to 
explain how we endeavor to make 
every printing purchase an invest- 
ment, rather than expense, for our 
customers. With our broad range 
of letterpress and offset equipment 
— ranging from small one color 
jobs up to huge four and five color 
high speed machines, and with our 
own plate-making, typesetting, 
and art facilities—we have much 
to offer to the full quality and 
economy advantage of our cus- 
tomers. 


Size Job is 
a Manz Size Sob 


CORPORATION 
Engravers and Printers 


4043 Ravenswood Ave. 
Chicago 13, Illinois 
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Paper Boosts Rates 


The Spokesman - Review, Spo- 
kane, Wash., has raised its sub- 
scription rates from 35 to 40 cents 
a week for the daily paper and 
from 27 to 30 cents weekly for the 
daily paper only. The Sunday 
price, 15 cents, is unchanged. 


Erwin, Wasey Names Two 

Roger C. McDonald, who for the 
past several years has been a de- 
signer and production illustrator 
for the motion picture business, 
has been appointed head of the 
art department of the Los. An- 
geles office of Erwin, Wasey & Co. 
Catherine Tidemanson, formerly 


home service director of Olmsted |tising), and Fred Dannenhauer | 


& Foley, Minneapolis, has joined 
the home economics department 
of Erwin, Wasey. 


WCAU-TV Attracts 
Five New Sponsors 


Five more advertisers, who have 
contracted for 104 announcements, 
have signed with WCAU - TV, 
Philadelphia. 

They are: Hill Shoe Company 
(Solis S. Cantor Advertising 
Agency); George Gorson, Chrys- 
ler dealer, (Philip Klein Adver- 
tising Agency); Jacob Reed Store 

E Brown Agency); Swan 


Bottling Company (May Adver- 


Jr., Merion, Pa., radio dealer 
| (Solis S. Cantor Advertising 
Agency.) 


Gets Corette Account 


Custom Undergarment Com- 
pany, maker of Corette slips, has 
appointed Amos Parrish & Co., 
New York, to handle its advertis- 
ing. 


Sayres to Furman 

Paul Sayres Company, New 
York, food broker, has appointed 
the Furman Company, New York, 
to handle its advertising and pub- 
lic relations. 


Houston 
Leads The 


HERE'S 
POWERFUL SALES 

STORY TO TELL 
YOUR RETAILERS! 


WHEN A RETAILER INVESTS 
$30 IN CANNED CiTRUS 
Average cost — $2.00 per case 

$30 buys 15 cases 

Margin —2254°% 

Profit per case — 45¢ 
Profit on 15 cases ~ $6.75 
Turnover —17 per year 
17 X $6.75 = $114.75 


GROSS PROFIT $114.75 


those used here, depending on sizes, grades and time of year 


Sunkist 


LOOK WHAT HAPPENS... 


FOUR AND ONE HALF TIMES MORE GROSS PROFIT FROM 
FRESH ORANGES FOR THE SAME $30 INVESTMENT! 


Ait figures on which this comparison is based are a: ¢rage figures only. 
Costs, markups and turnover for some retailers may diffeg slightly from 


The moving of fresh citrus is the backbone of your 
business. Today you're getting heavy sales competition. 
Retail shelves are piled high with canned citrus selling 
at low prices. 

Here's the longer profit story for fresh citrus that 
works for you. Show it to your retailers: It's powerful 
proof that it pays them to push fresh citrus. And when 
they push it, you protect your profits and volume. 

Now is the time to remind retailers. A new crop of 
California Valencias is arriving. Get them to feature 
Sunkist, top-quality California oranges. They will be 
tieing in directly with Sunkist advertising shown below. 


WHEN A RETAILER INVESTS 
$30 IN SUNKIST ORANGES 
Average cost — $6.00 per box 
$30 buys 5 boxes 

Margin — 33 1/3% 

Profit per box — $2.00 

Profit on 5 boxes — $10.00 
Turnover — 52 per vear 

52 x $10.00 = $520.00 

Less 3% spoilage — $15.60 
GROSS PROFIT $504.40 


Net Effective 


Metropolitan Market Population Retail Sales Buying Income 
HOUSTON... . 740,000 $731,423,000 $959,422,000 
Horris, Texas 

NEW ORLEANS. .. . . . 646,300 550,951,000 761,360,000 
Jefferson, St. Bernard and Orleans, La. 

DeKalb and Fulton, Ga 

LOUISVILLE . . .. . . . 562,400 489,762,000 814,539,000 
Jefferson, Ky., and Clark and Floyd, Ind. 

|) 396,217,000 585,686,000 
Elizabeth City, Norfolk, Warwick 

and Princess Anne, Va. 

690,246,000 750,328,000 
Dallas, Texas 
BIRMINGHAM ... . . 491,200 517,348,000 579,417,000 
Jefferson, Ala. 

MEMPHIS. .. . . . . . 415,400 446,106,000 648,968,000 
Shelby, Tenn. 

SAN ANTONIO . . . 389,400 332,662,000 491,651,000 
Bexar, Texas 

MIAMI... . . . . 360,800 443,245,000 452,752,000 
Dade, Fla. 


* Population, Retail Sales, and Net Effective Buying Income include all 
counties (listed below each city) which make up its metropolitan area. 
All figures are from Sales Management's annual Survey of Buying 
Power, May 10, 1948. (Copr. 1948, Sales Management; further repro- 
duction not licensed.) 


Yes, Houston leads the South . . . and The Chronicle leads 
in Houston. To know and sell the Houston market, keep 
these facts in mind: (1) Houston, the South’s largest and 
richest market, is growing rapidly — but its growth is a 
sound growth. (2) The Houston Chronicle provides 
advertisers with a single medium which reaches all corners 
and levels of this market with rare efficiency. It is a matter 
of record that The Chronicle for 35 consecutive years has 
been first among Houston newspapers in both advertising 
and circulation. 


The Houston Chronicle 


. W. MeCARTHY 
National Advertising Manager 


| 410 N. MICHIGAN AVE. 
FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 35 CONSECUTIVE YEARS 


LARGEST CIRCULATION IN TEXAS 


THE BRANHAM COMPANY 
National Representatives 


PROFIT STORY—California Fruit Growers Exchange, Los Angeles, went directly 
competitive in this ad used in The Packer and Produce News, wholesale produce 
trade publications. Fresh oranges show an annual gross profit of four and a 
half times that of canned citrus, the copy says, with the mathematics based on 
a hypothetical retailer's $30 investment in canned citrus and in Sunkist oranges. 


mailings to wholesalers, 


The Doctor Had 
3 Daughters, the 
Teaser Ads Assert 


Lincotn, Nes.—The doctor had 
three daughters, so the story goes 
and, like most young girls, they 
were quite concerned about their 
daintiness, especially that delicate 
subject of underarm odor. 

The doctor was opposed to de- 
odorants which constrict pores but, 
alert to this vital problem of his 
young ladies, he devised a new 
formula of five ingredients, none 
of which contained aluminum nor 
was a filler. 

His daughters, being alert young 
women, immediately tried the 
new powder under arm, under 
feminine unmentionables, on 
dainty feet and for assistance in 
meeting purely feminine problems. 

The powder worked so well, so 
the story goes, that soon all of the 
college friends of the girls were 
enthusiastic users of the prepara- 
tion, and the doctor considered the 
commercial possibilities of the 
product. 


Stack of Testimonials 


Preliminary sales of Three Dau- 
ghters, as the deodorant is 
called, passed the 500,000-mark, 
meanwhile resulting in 27,653 let- 
ters of commendation from men 
and women in every state, who 
had found the solution to one of 
their most important problems. 

Earl L. Coryell, president of 
Three Daughters Corporation, who 
married one of the daughters, 
has announced plans for an ad- 
vertising campaign, consisting of 
weekly insertions in The Saturday 
Evening Post, and simultaneous 
depart- 


ment stores and retail outlets 
across the country. 

Teaser ads continue through 
this month. They read: “The doc- 
tor had Three Daughters—and he 
told them the secret of loveliness 
every girl should know—to be 
told soon in the Post.” The an- 
nouncement ad is scheduled for 
the June 30 issue, through the 
Russell C. Comer Company, Kan- 
sas City. 


Consumer-Retailer 
Council Elects Shield 


Lansing P. Shield, president of 
the Grand Union Company, has 
been elected chairman of the Na- 
tional Consumer-Retailer Council, 
New York. 

Ruth O’Brien, assistant chief of 
the Bureau of Human Nutrition 
and Home Economics in the De- 
partment of Agriculture, repre- 
senting the American Home Eco- 
nomics Association, has_ been 
cee vice-chairman of the coun- 
cil. 


Clark Joins Raf 


Thomas F. Clark, formerly as- 
sistant publicity manager of 
Worthington Pump & Machinery 
Corporation, has joined Raf Ad- 
vertising, Inc., New York, as a 
copywriter. 


Agency Retains Fenton 


MacManus, John & Adams, De- 
troit, has retained Fenton Preduc- 
tions, New York, to produce radi 
transcriptions, live shows and 
television programs for the agenc} 


Joins United Garment 


Miss Gene Alden, formerly wit) 
the Gamble-Skogmo advertising 
department, has been appointed 
advertising and promotion direc- 
tor of United Garment Mfg. Con- 
pany, Minneapolis. 


Photostats 


FOR ADVERTISING 


540 N. MICHIGAN AVE. 
185 N. WABASH AVE 
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Rankin Appointed 
Executive Head 
of PR Society 


New York — Virgil L. Rankin 
has been named executive direc-'| 
tor of the Public Relations Society 
of America, Inc., New York, and| 
has opened offices at 665 Fifth) 


Ave, New 
York. 
Mr. Rankin, 


who has re- 
linquished his 
practice in 
San Francisco 
to accept the 
new post, has 
been president 
of PRSA. He 
was president 
of the Ameri- 
can Council 
on Public Relations—merged re- 
cently with the National Associa- 
tion of Public Relations Counsel 
to form the new society—and was 
founder and currently is editor 
of the Public Relations Journal. 

At a press conference, W. How- 
ard Chase of General Foods Cor- 
poration, chairman of the society’s 
executive committee, announced 
Mr. Rankin’s appointment as part 
of a program to improve the “pro- 
fessional status” of public rela- 
tions people. 

The society now has 1,000 mem- 
bers, Mr. Chase explained, and 
active chapters in New York, Chi- 
cago, Detroit, Los Angeles, San 
Francisco and Honolulu. Public 
relations groups in several coun- 
tries—including Canada, Mexico, 
Sweden, Norway, Australia and 
Saudi Arabia—are said to have 
expressed interest in joining the 
organization. 


Virgil Rankin 


Two Groups Now 


A first annual meeting of PRSA 
will be held in Chicago in mid- 
November. 
ity for membership will be re- 
leased soon. One of them is five 
years’ experience in this work. 

Mr. Rankin emphasized the im- 
portance of bringing public rela- 
tions work to the “grass roots” 
level for small businesses. It was 
shown that in addition to public 
relations courses in many schools, 
three graduate schools—at Pacific 
University in Oregon, Denver 
University and Harvard Business 
School— now have graduate 
courses in this subject. 

Formation of PRSA reduced to 
two the number of national groups 


in the public relations field. The - 


other is National Public Relations 
Association, Washington. 

Earle Ferris of Ferris & Ridings, 
New York, is chairman of the 
board of PRSA. 

Among prominent practitioners 
who have not joined PRSA are 
Edward L. Bernays, Steve Han- 
nagan, and Ben Sonnenberg. Ivy 
Lee & T. J. Ross is represented in 
it, but Tom Ross personally is not 
1 member. Harry Bruno, for- 
nerly active in National Associa- 
tion of Public Relations Counsel, 
‘ecently resigned from PRSA. 


NBC Appoints Johnston 


Russ. Johnston, formerly vice- 
resident of McCann-Erickson, has 
een appointed director of NBC’s 
newly formed television features 
service, New York. Mr. Johnston, 
who assumes his new position 
July 1, will serve as a liaison be- 
tween the network and Jerry 
Fairbanks, Inc., which pro- 
ducing films for NBC. 


Stahl to Kram 


Leo Stahl, art director of J. D. 


Tarcher & Co., New York, for the 
vast 12 years, has been appointed 
vice-president and art director of 


Jesse Kram, New York, creative | 


idvertising productions. 


Standards of eligibil-| 


Hunter Joins ‘Tribune’ 


Robert W. Hunter, formerly in| 


charge of sales for Thomson Sy- 
mon Company, manufacturer of 
advertising displays, has joined 
the staff of the New York Herald 
Tribune as a national advertising 
salesman. 


Newspaper Ups Price 

The street sale price of the Sun- 
day Advance-News, Ogdensburg, 
N. Y., has been raised from five 
to seven cents. 


Open Management Firm 

Hoyt Freeman, Floyd Gustafson, 
Willard Lambert and H. P. Treu- 
enfels have formed a management 
consulting firm, Hoyt Associates, 
Inc., with offices at 15 Lewis St., 
Hartford, Conn. 


O'Dell Heads Marketers 


William F. O’Dell, president, 
Market Facts, Inc., has _ been 
elected president of the Chicago 
chapter of the American Market- 
ing Association. Other officers are 


Richard D. Scales, Industrial Sur- 
veys Company, Ist vice-president; 
International 
Company, 


Eugene A. Olson, 
Cellucotton Products 


2nd vice-president; Dorothea Van 
Westrienen, Marshall Field & Co., 
secretary; H. O. Gleiss, Gould, 
Brown & Sumney, treasurer. 


THE (fy STATION 
THAT COVERS BOTH 
_ HALWES OF THE 


“VANCOUVER AREA ” 


/ 
/ 
tobacco 
misc. crops, 
NX wool, etc. cotton 
\ 


meat animals 


33¢ 


poultry 


10¢ 


products 


fruits & nuts 


vegetables 


feed crops 


Source of datn : 
Dest ot Agricuiture 


BREAKDOWN of cash farm income by 

the U. S. Department of Agriculture 
spotlights the tremendous buying power con- 
centrated in the select group that produces the 
nation’s meat animals. 


Last year’s total cash farm income topped 
30 billion dollars of which a third, or 10 billion 
dollars, was paid to livestock farmers for cattle, 
hogs and sheep on the hoof. 


Leading all groups by a wide margin, livestock 
farmers received 33 cents out of the 1947 farm 
income dollar. Dairy farmers followed with 14 
cents, poultry raisers with 10 cents, the seven 
remaining classifications dividing the balance 
in amounts ranging from 9 cents to 3 cents. 


TEN BILLION DOLLARS ON FOUR LEGS ‘ 


Livestock farmers are large operators with 


extensive land holdings and 


in buildings and equipment. 


leaders in every agricultu 
the backbone of America’s 


sizeable investments 
They are the 
ral community and 
farm buying power. 


The purchases of this rich and important seg- 


ment of the farm market 


are profitably influ- 


enced through the publications of the livestock 
industry. Situated at the world’s greatest live- 
stock markets—Chicago, Kansas City, Omaha, 


St. Louis 
the specialized, timely and 
which livestock farmers pa 


tion price of $6.00 a year. 


valuable circulation in th 


THE CORN BELT FARM UBAILIES 


GENERAL OFFICE: UNION STOCK YARDS, CHICAGO @Q, ILLINOIS 


CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY DROVERS TELEGRAM 
OMAHA DAILY JOURNAL-STOCKMAN 6 5ST. 


LOUIS DAILY LIV 


The Corn Belt Farm Dailies provide 


exclusive service for 
y the high subscrip- 
This is the most 
e agricultural field! 


"a 


ESTOCK REPORTER 


vature 
relow. 
Vea 
with 
‘tising 
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Com- 
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| THE - PUBLICATIONS - OF THE - LIVESTOCK INDUSTRY 


Appoints Hoye A.M. 
T. R. Chadwick, sales director | 
and a member of a management | 
sales executive committee of Cory 
: Corporation, Chicago, has been 
named general sales manager of 

the company. R. N. Hoye, assist- | 
ant advertising manager; has been | 
appointed advertising manager, | 
succeeding N. H. Schlegel, who 
was made vice-president in charge 
of sales and advertising 


Cory Boosts Chadwick: | 


(AA, | 


Advertising Plays Major 


Role in Gruen Success 


Watch Co. Head 
Gives Case History 
of Promotion at Work 


course on the limitations of his 
particular business. 

I further sincerely believe that 
the ultimate consumer gets the 
best dollar-for-dollar value from 


June 7). By BENJAMIN 8S. KATZ 


I can, of course, speak to you} 


‘tionally advertised merchandise. 


every standpoint in branded, na-| 


Advertising Age, June » iv 


vertising does not create a desi 


A remarkable tribute to 
advertising’s value and im- 
portance was paid by Ben- 
jamin S. Katz, president, 
Gruen Watch Company, at a 

stony are It is this second type of adve 

| Katz’s detailed report on 

what advertising has done 

for Gruen is presented here 
in full text. 


Gruen watch in the same mann 
as hard hitting promotional a 
vertising. 


Promotes the Store 


uct. And for that reason we de- 
vote the biggest percentage of our 
national advertising dollar to pro- 
motional advertising where we 
can actually illustrate the beauty 
of our watch. 


O, you advertising men can 


in the mind of a consumer f ry 


tising that actually sells the proc - 


Names Carl Byoir 


has appointed Carl Byoir & Asso-| point of view of a manufacturer | Stance, by increasing our adver- 
ciates, New York, as its public|and more specifically a watch) “Sing dollar expenditure in the 
relations counsel. manufacturer. In doing so, I want|!ast 12 years (as compared with 
‘to start with what I intended to| the previous 12 years) by two and 
|be my closing statement. | one-third times, we have increas- 
My honest opinion is, if the ed our sales by approximately two 
|product is well made, beautifully|and three-quarters times, there- 


merchandising and strong man-|manufacturing and lower our 
agement, a manufacturer can al-|selling prices to the consumer 
/most forecast his sales by his ad-| considerably, and still show a sub- 
vertising expenditures, based of! stantial increase in our profits. 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1 inois 


(~AGoodSmorning ,Miss Twoggle 4 


What's changed the 
|boss?He's so happy! 


He's just discovered 
CAPPERS WEEKLY 


\ 


makes the sale! |. 
} 


Constantly increasing numbers of advertisers and their 
advertising agencies are putting CAPPER’S WEEKLY on 
their current list because . .. It Makes The Sale! CAPPER’S WEEKLY with its unique 


HUMAN INTEREST style of editorial technique is a reading favorite in 
the great prosperous, able-to-buy farm and rural town market of Iowa, Nebraska, Kansas, 
Missouri and Colorado. CAPPER’S WEEKLY is a star producer of 
low-cost inquiries and sales, whether direct or through dealers. Put CAPPER’S WEEKLY 


on your list and let it Make The Sale for you! 


Capper Publications, Inc. | 


912 KANSAS AVENUE 
TOPEKA , KANSAS 


designed, backed by intelligent) by enabling us to increase our 


| break Gruen’s program down into 
|half a dozen or more classifica- 
tions, but from my point of view 
we have only two kinds of adver- 
tising, both important and to- 
gether making possible the tre- 
|mendous benefits I have just men- 


tioned for our consumers, our) 


jewelers and ourselves. 
2 Ad Classifications 


The two classifications are: (1) 
trademark acceptance or prestige 


promotional or merchandising ad- 
vertising. 

The story behind the first is 
‘repetition. If we have learned 
anything at all about advertising, 
it has been the value of repeti- 
tion. The phrase, “repetition 
makes reputation,” has never been 
more true than in the history of 
Gruen advertising. Gruen, ac- 
cording to all the available rec- 
| ords, was the first national adver- 
|tiser in the watch industry and 
has been advertising consistently 
|for approximately 40 years. In 
|every national ad, in every radio 
announcement, in every trade pa- 
| per ad, in every piece of con- 
‘aan. literature or wherever the 


name Gruen appears, it appears 
}with our trademark, “The Preci- 
| sion Watch.” 


| 72 of 100 Know It 
A survey made about a year ago 


advertising, and (2) hard hitting, | 


Our promotional advertising his 
another purpose in mind, a very 
important purpose. To bring traf- 
fic into the jewelry stores, we 
recognize that the jeweler’s com- 
petition is not another jeweler, but 
the department store, the specialty 
|store and numerous other mer- 
|chants who in the last 20 years 
‘have begun to handle items that 
| were formerly handled by jewel- 
j}ers alone. It is for this reason 
| that every one of our national ads 
j}has carried a slogan designed to 
|send customers into jewelry stores 
gift items. 

In doing this, we are doing 
more than help the jeweler sell 
Gruen watches—we are promot- 
ing'his store as a gift center. 

Let me give you a few examples 
of what our promotional adver- 
tising has done: 

When I came to Gruen in 1935, 
I found that the company had 
been toying with the idea of a 
curved movement. I well remem- 
bered that the sale of such a 
curved watch was attempted in 
1929 by another company and was 
a complete failure. I asked my- 
self why, and decided it was due 
entirely to lack of merchandising 
and advertising. So I asked the 
head of our advertising agency to 
come to Cincinnati and gave him 
following instructions: 


Dramatic Ads for Curvex 


“Create the most dramatic full- 


'showed that 72 out of every 100) 
'recognized that slogan as belong- page ads that have ever been cre- 
| ing to us. Only repetition, over a|ated in the watch industry and 
|period of years, could have made|submit a name to me that would 
this possible. We do a great deal| mean everything a curved watch 
of trade name advertising, with|implies—sparing no expense on 
our spot radio announcements, our | artwork, makeup, advertising lit- 
Gruen watch time clocks and/erature, special boxes and any 
signs in ball parks, race tracks,|/ other promotional help that is 
airports and other public places. necessary not only to enable us to 
We have sold over 50,000 clocks) sell the watch to the jeweler, but 
reading “Gruen Watch Time” to/to enable him to move these 
our jewelers at less than cost. We! watches off his shelves quickly.” 

have erected many spectacular; It was only after the complete 
signs and clocks in large cities, | campaign was approved that I de- 


such as the tremendous one diag- 
| onally opposite the Radio City 
Music Hall in New York, giving 
Gruen watch time every minute. 

These all help to do one thing 
|—build up the name Gruen in the 
|mind of the consumer. 


cided to bring out the series of 
watches. We devoted more than 
50% of our total budget that first 
year to advertising the curved 
Curvex watch. The name, the 
idea of the curved watch, the dra- 
matic full-page ads, the display 


Some advertisers believe that this package, the styling of the watches 
‘institutional or trademark adver- | themselves, not only captured the 
'tising is sufficient to sell their|imagination of the jewelers but 
|products. But at Gruen we do|also of the public, to such an ex- 
|not believe so, because this ad-'tent that we have been unable t 


e wear well... 


This agency is a compact service group of 5 specialized 
principals . . . copy, layout, media, research and production. 
As such, we could work out of one corner of a large agency, 
but we happen to enjoy running our own show. Individually, 
we are not the greatest brains in this screwy business, but in 
four good years we have learned to work well together. We 
believe people are important, but never as important as the 
things they do and how they do them. We have kept our 
performance high, the client’s costs modest. We wear well. 


ROYAL & 3 


452 FIFTH AVENUE, NEW YORK Y. © CHICKERING 4.0140 
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eep up with the demand for 
urvex watches ever since — de- 
ite the fact that they are the 
ghest priced watches in our line. 


Then a Man’s Watch 


I attribute the success of that 
atch and that name (which is 
ne of the best in our industry), 
not alone to styling, not alone to 
manufacturing or merchandising, 
but primarily to advertising, to 
promotional advertising. 

I well remember one fall when 
the demand for Curvex watches 
so far exceeded supply that we 
were forced to furnish purchase 
certificates to our jewelers which 
they sold to the public for deliv- 
ery the following year. 

Another example: Three years 
ago we created a man’s watch with 
three diamonds in the dial, to re- 
tail at $200. Watches with dia- 


mond dials had been sold for years | 


by all the watch companies. Each 


point-of-sale advertising from our 
jewelers as from our national ad- 
vertising. 

While we have always received 
a great deal of newspaper, out- 


| door, transit and radio advertising 


| 


would sell from a dozen to several | 


hundred a year, and frankly, our 
boys were hesitant about our mak- 
ing an investment in special tools 
and dies for such a watch. 

We talked 


it out and decided | 


that we would try to promote and | 


merchandise this watch despite its | 


high price, in the same manner as_ 
we promoted and merchandised | 


Curvex. 
Ad Brings Landslide 


We tooled up for only a small 
quantity, but we did take a full 
page in Life and other magazines, 
illustrating just that one watch. 
One week after our ad appeared, 
we had to stop our sales organiza- 
tion from taking further orders. 
Our entire production for that 
year had been sold. No ad ever 
brought in as many inquiries from 
jewelers and consumers as did that 
one ad, and we have since sold 
$5,000,000 worth of that one watch. 
To the best of my knowledge, that 
has never happened elsewhere in 
the industry, and it is a further 
indication of the power of intelli- 


gent, specialized promotional ad- 
vertising. 
Watches were formerly pur- 


chased only twice a year, and that 
was one of the biggest problems 
confronting our industry. One- 
third of all manufacturers’ sales 
were usually in the first eight 
months, and two-thirds in the last 
four months. The retail jeweler 
did approximately one-third of 
his year’s business in 15 days in 
December. 


Changed the Seasons 


By careful study and a well- 
thought-out program of promo- 
tion, we have been able to change 
that to where we now do approxi- 
mately 40% of our business in the 
first six months and 60% in the 
last six months, and the jeweler is 
at last beginning to have a year- 
round business. 

We accomplished this by a pro- 
gram of continuity in advertising, 
taking advantage of every pos- 
sible gift occasion. Our company 
was the first in the industry to 
run full-page national advertising 
for Father’s Day and Mother’s 
Day; and we have also run special 
full-page advertising campaigns 
m weddings. Recently we have 
ied in with the “Bride and 
7room” radio program by making 
ip two special watches, naming 
hem Bride and Groom and insti- 
uting a completely rounded pro- 
notional campaign on this series. 
This promotion alone was re- 
sponsible for selling more than 
25,000 Bride and Groom watches 
in a few months. 

We were also the first major 
watch manufacturer to run full- 
page ads on diamond watches and 
solid gold watches exclusively. 


Co-op Plan Successful 


Because the average retail price 
f our product is more than $75, 
we realize that consumer adver-| 
tising alone is not enough. We} 
must get as much, if not more, 


| 


from our jewelers because they 
wanted to tie their stores with 
the Gruen name, there never was 
enough of it to really make a dent. 
This constantly worried us. After 
a very careful study of this prob- 
lem, for several years, our adver- 
tising manager three years ago 
suggested that we put a 50/50 ad- 
vertising plan into operation. 
Based on sales, that plan alone has 
been responsible for increasing 


our newspaper advertising by our 
jewelers by more than 300%. 

In addition to sharing newspa- 
per, car card and outdoor adver- 
tising costs with our jewelers, we 
have a large department devoted 
exclusively to the preparation of 
newspaper mats, advertising fold- 
ers, outdoor posters, car cards, 
clocks, post cards and other media 
which will help our jewelers and 
which are sold to them at cost or| 
below. This expenditure alone 
takes almost one-third of our bud- 
get. 

I would like to conclude by} 
definitely stating that advertising | 
has played a major role in the suc- 


cessful operation of the Gruen 
Watch Company in its 74-year his- 
tory, and that we are firmly re- 
solved to continue our present ag- 
gressive advertising and merchan- 
dising for what I hope will be at 
least another 74 years. 


Sepco to Bridge 

Harry P. Bridge Company, 
Philadelphia, has been named to 
direct the advertising for Auto- 
matic Electric Heater Company’s 
Sepco electric water heaters, made 
in Pottstown, Pa. 


lefer 


ef 


OF 200,000 


ABC- MEMBERSHIP 
— GE f. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. 


nder 


NEW YORK 


HANDFUL LEADS ANOTHER! 


or selective markets, Donnelley offers you a complete 


Ever take just ONE handful of popcorn... and then 
- stop? If you’re human—probably not—it just isn’t done! 
After that first sample you take another handful—and 
another . . . just a simple human trait, but how it can 


pay off in increased sales! 


That’s why more and more mass marketers are saying to 


prospective customers: 


“Here is a sample—try it and see for yourself.” 
It’s an ideal way to make buying your product a habit. 


Sample campaigns are a specialty of ours, a unique 
service built upon years of experience in handling scores 
of sampling programs, including the largest undertaken. 


And whether you wish to make a direct sample mailing 
or a coupon offer—whether you are thinking in terms of 
thousands or millions—whether you want to reach mass 


REUBEN DONNELLE 


350 E.22nd ST. 305 E. 45th ST. : 


CHICAGO 16,1 


service, from supplying lists that reach close to 90 per 
cent of the nation’s population to handling all details of 
packaging, addressing, and mailing. 


OTHER DONNELLEY SERVICES: 


e DEALER HELP MAILINGS—including planning, supplying 
of mailing lists, printing, dealer imprinting, addressing, schedul- 


ing and mailing. 


e CONTEST PLANNING AND JUDGING—supported by years 
of experience in handling the nation’s major contests. 


e SELECTIVE MARKET MAILINGS—proved by exhaustive 
tests, national, regional and local campaigns, 


e MAIL-AWAY PREMIUM SERVICE—executed by an expert 
staff geared to handle volumes of requests quickly, efficiently. 


NEW YORK 17, NY. 


EY CORPORATION 


VENICE BLVD. 
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Seagram Profits 
Up $4,000,000 


Distillers Corporation-Seagrams 
Ltd. and its subsidiaries report a 
net profit of $46,289,211 for the 
nine months ended April 30, 
which is an increase of approxi- 
mately $4,000,000 over the $42,- 
312,779 profit reported for the 
same period last year. 

For the quarter ended with 
April, the net profit dropped to 
$7,890,632, equal to 90 cents a 
common share, from $10,477,921 or 
$1.19 a common share for the 
April quarter a year ago. 


Gets Clock Account 


Ormsbee, Moore & Gilbert, Mil- 
ford, Conn., has been named to 
handle the advertising of Tork 
Clock Company, Mount Vernon, 
N. Y., electric clocks and time 
switches. Trade publications and 
magazines will be used. 


Decisions come 
from the top 
man! If you man- 
ufacture office 
equipment and 
supplies, here is 
one magazine that 
will get you decis- 
ions from top office 
management exec- 
utives. 


OFFICE 
MANAGEMENT 
and EQUIPMENT 


The Office Executive's Own 
Magazine 
t. 1877. Publishers 
MANAGEMENT 
1FT AND ART 


rade Directories... 
YORK WN. Y. 


Company, 
,ceeds C. D. Davenport, 


Farm Ad Linage 
Up 5.4% Over 
June of 1947 


Cuicaco—Farm publication lin- 
age during the past month was 


5.4% greater than in the cor- 
responding month of 1947, ApvER- 
TISING AGE’s June tabulation 
shows. U. S. farm publications 
carried 2,091,905 lines, compared 


with 1,985,208 a year ago. 


The gain was sparked by a 


16.9% 
magazines. 
lines, up from 388,075. Also, May 
semi-monthlies carried 808,728 
lines, up 16.5% from 694,282. 

June monthlies were down 4.4%, 
from 361,296 a year ago to 345,439 
this year. Monthlies_ reporting 
for May carried 18,111 lines, off 
11.3% from 20,407. 

May bi-weeklies carried 207,- 
580 lines, up 1.3% from: 204,965. 
May weeklies were up 5.8% from | 
73,198 a year ago to 77,418 A 
big decrease of 25.5% was re- 
ported by May dailies, whose 181,- 
084 lines were off from 242, 985. 

Canadian farm publications 
showed a decline of 5.5%, their 
490,009 lines comparing’ with 
518,508 a year ago. 


Rumsey to Union Steel 

Jon D. Rumsey, formerly with 
Graver Tank & Mfg. Company and 
its affiliate, Phoenix Mfg. Com-| 
pany, as advertising and _ sales 


increase by June farm 
They carried 453,545 


promotion manager and editor of 


the company magazine, has been 
named advertising and promotion 
manager of Union Steel Products 
Albion, Mich. He suc- 
who has 
joined Century Engineering Cor- 
poration, Cedar Rapids, Ia. 


WORCESTER 


Stands Pre-Eminent 
Agriculturally as well 


in dairy products sold. 


The total dollar value of farm 
County 
reached $19,761,931 last year —a 


products in Worcester 


78% increase over 1939. 
Day in and day out, 


as Industrially 


The Worcester Market, high rank- 
ing in industrial production, stands 
11th among the nation’s 3,072 
counties in egg production and first 
among New England’s 67 counties 


result- 


| 


DAIRY 
PRODUCTS 
Ist in 
NEW 
ENGLAND 


minded advertisers plant their sales 
seeds in the newspaper that covers 
the entire Worcester area — the 
Worcester Telegram-Gazette. Daily 
circulation in excess of 140,000, and 
Sunday circulation over 100,000. 


Source: U. S. Dept. 
Counties” (May 1947) 


of Commerce “Ranking 


TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 
Georce F BooTH Publisher- 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTA 
OWNERS of RADIO STATION WTAG 


JUNE ADVERTISING LINAGE IN FARM PUBLICATIONS 


27 
Cooperative Digest. 14.5 3,045 17.5 


3,675 


Commer 
Display 
Excludin 
Poultry 
Livestoc} 


Commercial 
Display 
Excluding 
Poultry, 
Livestock 


Total Advertising and Classified Total Advertising and Classif 
1948 1947 194s 1947 -—— 1948—— — 1947 1945 194 
"ages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lit 

FARM MAGAZINES ‘Dakota Farmer 76.0 59,547 46.3 36,293 57,752 33 

Capper's Farmer 48.1 48.1 32,737 31.685 31.602 Farmer, The ...... 67.9 53,261 60.2 47,183 45,872 38 

Country Gentleman 97.4 56,319 64.757 54.716 Hoard’s Dairyman.. 40.5 29,495 48.0 978 b4,374 65,5 

Farm Journal 94 40,345 90.7 36.439 28,886 34.776 Fdaho Farmer 63.8 40,720 42.1 81,793 87.917 29,1 

th 28.9 22,693 31.0 24,353 16,676 16,2 
Carolina-Va. ie . ae Kansas Farmer ... 46.0 34,961 36.9 28,040 30,155 23,8 
Pg 68.2 49,673 . 57.0 41,522 47,060 38,699 | Michigan Farmer... 45.9 35,214 36.1 27,703 31,150 22,7 
la SE = Missouri Farmer... 7.0 5,454 6.5 5,053 5,063 7 
vg 39,762 48,084 87,568 | Missouri Ruraliat... 38.0 36.951 23,677 31,777 20,7 

‘Ea ea as Montana Farmer... 58.9 44,509 54.1 40,916 39,197 2% 
ppg $6.5 45,403 54.4 39,638 46,392 Nebraska Farmer... 70.6 53,370 65.9 49,777 47,147 42,9 
Miss.-La.-Ark. P 
Edit 10 New England 4 
59.0 36,565 $4,607 Homestead .. 41.1 28,747 39.6 27,699 20,437 17,2 

Ohio Farmer 48.2 37,016 42.7 32,801 33,498 28 

*Aver. 5 Kditions.. 67.7 49,314 55.6 10,465 Oregon Farmer 54.0 40,815 41.1 31,077 38,012 

Southern Agricul- Uregen Grange noo 957° 
31.6 33.5 23.476 20.602 21.458 Bulletin ASO 10,572 14.0 16,184 19,57 15,154 

Successfu arming.101.2 45,534 81.7 36,777 45,289 36,393 Farmer ......... 38.7 29,075 36.3 27,856 5.774 24.1 
Total Group .. 711.0 453,545 614.6 388,075 436,354 368,323 | Wallaces’ Farmer & 

MONTHLIES lowa Homestead. 68.8 53,972 9.4 46,531 49,535 40,2 

| Washington Farmer 50.9 38,491 41.9 31,647 35,688 28.92% 

Agricultural Leaders’ Western Farm Life. 38.4 30,136 35.9 28,123 27,322 25,04 
Digest 1182 17.0 1,339 3,182 3,339 *Herdsman Edition. 51.7 40,524 51.6 40,431 ...... 

American Fruit Wisconsin Agricul- 

Grower ... 20.7 8,822 27.6 11,838 8,612 11,592 54.8 42,967 46.3 36,310 40,689 32,2 
American Poultry ~- — - 

Journal: Total Group ....1,051.1 808 728 909.4 694,282 727,973 591,99. 

Eastern Edition.. 24.4 10,455 24.4 10,582 7,522 6,752 Bi-Weeklies—May 

Central Edition.. 20.6 8,832 20.6 8,846 6,355 5,960 | *Arizona Farmer .. 84.2 63,698 85.6 65,753 60,712 63,20 

Western Edition... 18.8 8,085 19.5 8,354 5,808 >,894 | California Farmer: 

*In all 3 Editions. 17.4 7,455 19.0 8,174 5,464 5,714 Northern Edition. 60.7 45,904 60.0 45,405 2.318 40,5 
Arkansas Farmer. 9.4 7,126 10.3 7,788 6,569 7,175 Southern Edition. 56.5 42,725 5 41,941 39,125 37.0 
Better Farming | Dairyman's League 

Methods 24.4 10,464 21.8 9,331 10,464 9,331 an 9.8 7,088 13.0 9,463 5,944 7,634 
Better, Fruit » 33.3 9,384 17.5 7,361 9,384 7,361 Prairie Farmer .... 66.2 48,165 98.2 42,403 40,684 
Breeder's Gazette 20.6 9269 21.0 9,466 5,769 6,774 | —— 

California Citro- Total Group ....277.4 207,580 272.2 204,965 188,783 18 
graph 26.2 17,612 30.6 20,566 17,359 20,342 Weeklies—May 

Cattleman, The 75.0 31,528 68.0 28,642 18,056 17,412 Capper’s Weekly .. 11.1 24,822 9.9 22,204 16,036 11,8558 

tElectricity on the ‘Weekly Kansas 

Farm a o~, eee 7,876 24.5 8,746 1,876 8,746 City Star ........ 21.3 52,596 20.7 50,994 36,001 6,38 

| Farm and Ranch... 29.7 20,848 36.8 25,810 19,312 23,665 | -- - — - 

Farmer Stockman. 26.1 19,819 23.0 17,497 18,849 16,431 | Total Group. .... 32.4 77,418 31.6 73,198 2,037 {8.059 

Florida Grower ... 10.5 7,106 16.0 10,223 6,596 9,883 Dailies—May 

Hoosier Farmer is ae 7,063 16.0 7,201 6,503 6,822 Corn Belt Farm Dailies 

Kentucky Farmer... 14.2. 11,140 18.0 14,104 9,471 11,696 Chicago Daily 

Michigan Farm Drovers Journal 18.6 39,647 27.2 57,906 23,194 
News . 1.4 3,500 2.2 5,218 3,360 5,138 Kansas City Daily 

National Live Stock ‘ Drovers Telegram 25.9 55.162 30.0 63,781 34,479 sGO,518 
Producer * 3.0 2,249 5.7 4,164 1,918 3,761 Omaha Daily 

New Jersey Farm Journal-Stockman 23.2 49,307 33.7 71,640 S84,55% S1,704 
and Garden . 34.0 15.312 33.6 15,146 13,464 12,428 St. Louis Daily 

Ohio Farm Bureau Live Stock Re- 

News 14.8 6,645 12.1 5,448 6,380 5,158 porter 233.3 8.668 35,799 1.38 
Pacifthe Poultryman. 32.3 9.576 24.4 10,454 8,989 9,429 | 

Poultry Tribune: Total Group .. 85.1 181,084 114.2 242,985 118.018 148.46 
Eastern Edition... 35.5 15,219 35.4 15,176 11,900 11,295 - 

Central Edition 39.1 12,907 29.9 12,826 10.423 9,877 ‘June-July issues combined 

Western Edition... 28.7 12,308 26.3 11,295 8,790 *Not included in totals. 

*In all 3 Editions... 27.1 11,645 25.3 10,834 8,385 | ‘Larger page size 1948. 

*Rural Gravure 4.3 4,284 3.1 3,066 3,066 “First issue September, 1947 

Southern Farmer 9.8 7,800 8.3 6,617 , 266 6,000 ®*Three issues both years. 

Southern Planter 16.2. 11,633 24.3 17,000 10,473 15,632 ‘Five issues both years. 

Western Dairy 
Journal P ‘ 42.5 17,857 44.1 18,539 9,905 8,333 CANADIAN 

Western Livestock | *Canadian Country- 

Journal 75.7 31,822 71.0 29,820 11,438 232 | Che 40,655 24,554 

- — Country Guide, “The. 44.5 32,065 46.5 33,445 2,055 14 

Total Group .. 710.9 345,439 728.9 361,296 273,022 290,238 | *Family Herald & 

Monthlies—May | Weekly Star: 

Idaho Cranger ; 6.9 7,483 9.2 9,941 7,469 8,917 | Eastern Edition... 85.5 85,505 91.6 91,592 64,891 59.39 

Nation's Agricul- Western Edition.. 74.1 74,088 76.5 76,541 57,738 53,140 
ture 7.1 3,227 8.1 3,675 3,227 3,675 | Farm & Ranch 

Wyoming Stockman- | teview 24.5 17,618 26.6 19,178 16,959 18 ' 
8.2 7,401 7.5 6,791 5.804 5,216 *Farmer's Advocate 

— — — | & Home Magazine 51.4 35,981 55.4 38,807 30,709 

Total Group .. 22.2 18,111 24.8 20,407 16,500 17,808 | *Farmer'’s Magazine 43.3 30,298 48.0 33,572 26,660 
Semi- Monthly—May | *Free Press 
American Agricul- | Prairie Farmer..:115.0 129,411 106.2 119,425 65,344 58,88: 

turist .. 30.7 22,338 30.3 22,094 19,676 18,198 '*Western Producer. 48.5 51,925 61.0 65,293 26,873 33,394 
California Grange | - -_— - 

News 28.8 31,248 20.2 21,962 30,730 21,609 Total Group .. 534.1 490,009 569.9 518,508 345,783. 348,514 
“*Colorado Rancher 

& Farmer 0 20,419 18,159 *May linage, 


3,045 3,675 ‘Four issues 1948, five issues 1947. 


Mm-mm, Honey, | 


You're Just Like 
Campbell's Soup 


| 
New YorK—Girls who are sit-| 


| ting in the moonlight shouldn’t be 


too surprised if their swain starts | 
humming what sounds like 
Campbell soup commercial. It 
won’t necessarily mean that the 
man of their dreams is hungry. 

He could be humming the new | 
popular song—at least the Blos- 
som Music Corporation hopes it) 
will be popular—which has been 
set to the tune of the Campbell 
jingle which goes: 

“Mm-mm-good, mm-mm-good 


That’s what Campbell soups 
are, 
Mm-mm-good.” 
Naturally, the romantic lyrics, | 


for which the Blossom Music Cor- 
poration demands credit, are a bit 
more soulful: 

“Mm-mm-good, mm-mm-nice 


Baby, baby, ain’t this paradise 

Mm-mm-you, mm-mm-me, 

Baby, we got somethin’, yes 
sirree.”’ 


Plans lst National 


Shoe Drive in 10 Years 


H. C. Godman Company, Co- 
lumbus, O., shoe manufacturer, 
will launch its first national ad- 
vertising campaign in 10 years) 
this fall, with color half-pages in| 
the Ladies’ Home Journal, begin- 
ning with the September issue, 
and in Good Housekeeping, start- | 
ing with the October issue. The. 


Cudahy Names Harrison 


j;ads will feature the company’s|George R. Harrison, formerly as- 
Tarsal-Tred women’s shoe line. | sistant general manager of food 
Godman’s Tarsal-Traveler sport! product sales in Chicago. 


and casual shoes will be promoted 
Kodak Issues Booklet 


in the August Seventeen and the 
|October Mademoiselle. The cam- 

Eastman Kodak Company, Roch- 
ester, N. Y., has issued a new 


paign is being handled by Mumm, | 
Mullay & Nichols, Columbus. 

—_——-— four-color illustrated booklet de- 
scribing the characteristics ol 


| Kodak plates suitable for graphic 
of|arts work, including color trans- 
| parencies, color prints, and black 
printer negatives from artwork 


Earle F. McKay, manager 
Cudahy Packing Company’s New 
York district for the past 12 years, 


|and with the company for 39, re-| prepared with fluorescent wate 


tired June 1. He is succeeded by ' colors. 


ct: For the Ist of 
iw 1948 SPORT showed a circulation 


gain of 37% over the same period in ‘47... 


&3 / PX.) and delivered an average 
bonus of 35%. What a buy! 
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OPENER—This is an artist's conception 

of one of the opening shots for the 

Life-NBC video coverage of the Repub- 
lican convention. 


GOP 
Coverage Gets 
Full Promotion 


New YorK—Life and NBC are)! 
overlooking no angles in the pro- 
motion of their television cover-| 
age of the 1948 political conven- | 
tions. 

Newspaper advertisements—full | 
pages in most cases—will appear | 
in the seven network cities from | 
Richmond to Boston today (June | 
21) to remind viewers to tune in | 
NBC for the Republican confab. 
These were placed by Life. NBC 
ads are set to appear in the New 
York Times and Herald Tribune 
on the same day. 

NBC also plugged the special | 
telecasts on its competing radio 
network, with selective announce- 
ments on WNBC, New York, last 
week. In addition, there was a_ 
three-week teaser campaign, pre- | 
pared with the assistance of Life | 
and its agency, Young & Rubicam, | 
over the seven video stations. 

The magazine’s sponsorship of | 
the conventions, which started | 
last week with special interviews, | 
is understood to include all non-| 
pooled telecasts. The deal, which |! 
reportedly is costing Life around | 
$100,000, calls for no set number | 
of programs or announcements. 

Life’s coverage will be carried | 
direct on seven network stations, | 
by Kinescope recording to seven | 
non-connected affiliates and to| 
WEWS, Cleveland.’ Time also is| 
being sought on Chicago and Los| 
Angeles outlets. 


Stores, Affiliates Help 

Both Life and NBC shy away | 
from the word “commercial” in| 
connection with these _ telecasts. | 
The 20-second announcements, to | 
be worked in from time to time, | 
were described as the “most non- | 


| 


commercial commercials you've| - 


ever seen.” 

Lined up to promote the tele-| 
casts, with a mention of Life and | 
NBC, are 89 appliance and de-| 
partment stores, which will use 
posters, window displays and 
newspaper copy; college book 
stores; the League of Women 
Voters; 6,000 newsstands (to dis-| 
play posters) and American News 
Company trucks which will dis- 
play banners this week. One store, 
the Hecht Company, in Washing- 
ton, sponsored a 15-minute tele-| 
‘ast featuring reporters who will | 
ake part in convention coverage. | 

NBC’s promotion department, 
as forwarded convention kits to | 
iffiliates, which are expected to) 
Zive the events billing in their) 
idvertising and has contacted dis- | 
tributors and dealers of RCA and 
Phileco sets to request their coop- 
eration. 

Plans, meanwhile, are going | 
ahead for ballyhoo on the Demo- 
‘ratic convention coverage which | 
s to be treated similarly. 


Gets Trotting Account 


Batten, Barton, Durstine & Os- 
orn, Chicago, has been appointed 
o handle advertising for the May- 
vood Park Trotting Association, 
Maywood, III. 


Hits 300,000 


Average daily circulation of the 


Pittsburgh Post - Gazette for May ’ 
was 303,951. This is said to mark ; 
t 


the first time any Pittsburgh pa- 


per has maintained a daily aver- in the heart of the World's ia 
f 4 


Pakan Appoints Clark YOUR ADVERTISING MESSAGE 


O. Lee Clark, Chicago, has been displayed on this bulletin at Pennsylvania 
appointed to handle the advertis- Ave. & Boardwalk will sr cover 
the many millions of year 


ing and sales promotion of Pakan 
Furniture Manufacturers, Chicago. ny 
Newspapers and direct mail will visitors, 
be used. 


To Slans & Maury 


Alice Kaye Frocks, Inc., New 
York, has appointed Slans & 


Write for Details Today 


y consumer- 


Maury, New York, to handle its 
advertising. 


Your BEST ANSWER to this impor- 
tant question is the report of a new, 
unbiased survey of readership of one 
edition of The Progressive Farmer. 

This survey is Study No. 6 of The 
Continuing Study of Farm Publica- 
tions being made by The Advertising 
Research Foundation under the spon- 
sorship of the American Association 
of Advertising Agencies and the As- 
sociation of National Advertisers. 

The average page of the 1 28-page 
issue of The Progressive Farmer was 
read by 47% of men readers and 
47% of women readers. 

The 10 advertisements best-read 
by men had an average men’s reader- 
ship of 75% and the 10 advertise- 
ments best-read by women had an 


average women’s readership of 70%. 

The Study includes readership 
scores for every display advertise- 
ment and every editorial item in the 
128-page issue of The Progressive 
Farmer. It answers questions on 
composition and education of sub- 
scriber families—their farm acreage, 
buildings, principal crops, livestock, 
poultry, etc. 

It contains new facts of real value 
to every business executive inter- 
ested in building sales in the prosper- 
ous rural South, where The Progres- 
sive Farmer has more than a million 
subscriber-families. 

For complete, detailed information 
on the results of Study No. 6, inquire 
at any Progressive Farmer office. 


ONE MILLION 
SOUTHERN 
FARM FAMILIES 


Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Kdward 5. lownsend C« San Francisco, Les Angeles 
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Tatham-Laird Gets 
Kix; GM Signs 
“Breakfast Club’ 


MINNEAPOLIS—General Mills, in 
a final reshuffling of agencies for 
the time being, has moved the Kix 
account from Dancer-Fitzgerald- 
Sample, Chicago, to Tatham-Laird, 
Chicago, effective Sept. 1. It also 
has dropped two more radio shows 
and added a néw one. 

The milling company’s new pol- 
icy of shifting its grocery product 
accounts to effect a more even, 
non-competitive balance among its 
agencies was announced last Feb- 
ruary to become effective this 
month. 

In the shift, Batten, Barton, 
Durstine & Osborn here got Apple 
Pyequick in addition to handling 
institutional and mechanical prod- 
uct advertising, Knox-Reeves Ad- 
vertising dropping the Pyequick 
account but holding Bisquick and 


(Advertisement) 


How You Can Get 
Personal with a 
Business Market 


Edith M. Knoth 
The Albert Woodley 
Company 


Nobody will ever know how 
much business has resulted from 
the contacts of men serving on the 
same business committee or be- 
longing to the same business club. 

It’s possible to put this same 
kind of personal contact into the 
advertising relationship which you 
maintain with your business mar- 
ket. 

Your media man can help you 
get this personal contact. He goes 
to the market itself for help in 
selecting the media in which your 
advertising message will be in- 
serted. In other words, he goes to 
your customers and prospects to 
find what publications they choose 
for reading about business. 

The media man also studies the 
publications available—to see how 
well the editors are answering 
business questions and maintain- 
ing the intensive business reader- 
ship which means more personal 
impact for your sales message. 

For many industrial advertisers 
today, the general business maga- 
zines are a must to do this per- 
sonal selling job adequately. These 
publications are edited to give 
your business message the contact 
with your business audience. They 
also give you the necessary cover- 
age of business readers—both in 
quantity and quality. 

Let your media man give you a 
circulation breakdown of the four 
leading general business maga- 
zines—according to types of busi- 
ness, top executives or whatever 
index fits your marketing needs 
best. See how many out of this 
million plus circulation has some 
buying influence, direct or indi- 
rect, in your business. market. 

You may well find that your 
total sales cost comes ‘way down 


when you get personal with all of 


your market. 
th 

This column is sponsored by 
Nation’s Business to promote the 
use of a mass technique in selling 
the business market of America. 

Four leading general business 
magazines offer you a combined 
circulation of 1,335,000 executive 
subscribers. This means over fif- 
teen million pages a year on 12-13 


time schedule. 
Guaranteed Circulation B&W Page 
Nation’s Business . .575,000 $3,000 


U.S. News & 

World Report ....350,000 2,400 
235,000 2,900 
Business Week ..... 175,000 1,575 


1,335,000 $9,875 

We'll be glad to give you a more 
detailed picture of the mass cover- 
age now available to your busi- 
ness. Write for free booklet. Na- 
tion’s Business, Washington, D. C. 


other grocery items. D-F-S con- 
tinues with Cheerios, Betty Crock- 


er Cereal Tray, Softasilk Cake 
flour, Gold Medal and Chiffon 
Cake flour. The agencies will not) 


lose anything in total volume by 
these changeovers, it is said. 


Adds ‘Breakfast Club’ 


At the same time, Edward 
Smith, director of radio and tele- 
vision, announced the dropping of 
two ABC programs, “Green Hor- 
net” and “Famous Jury Trials,” as 
of Sept. 1, and the addition of the 
opening quarter-hour of ABC’s 
“Breakfast Club” on Aug. 16. Toni 


Company recently dropped the 
“Breakfast Club” period (AA,! 
June 7). 


Mr. Smith recently announced 
the dropping of two NBC serials, 


“Woman in White” and “Holly 


television over printed media 
(AA, May 10). 


Announcement of the Kix as- 


signed PressureQuick saucepan, 


|Minneapolis plant. 
The fire, which provided oppor- 
tunity for retooling and incorpora- 


ter Homes & Gardens, Count’, 
Sloan,” in an attempt to affix a production of which was stopped Gentleman, Good Housekeepi: ; 
55-45 ratio in favor of radio and|last January due to a fire in the! The Saturday Evening Post, a: 4 


Woman’s Home Companion, 
well as heavy promotion ov, 
General Mills’ “Betty Crock. 


signment to Tatham- Laird was|tion of new advances into Pres-| Magazine of the Air” over ABC 


made, according to Lowry Crites, 
advertising 


all agencies with a view towards 
receiving a fresh approach to 
grocery product -advertising in 
this highly competitive market.” 


GENERAL MILLS TO START 
SAUCEPAN DRIVE IN JULY 


MINNEAPOLIS—A revitalized na- 
tional advertising schedule will 
begin in radio, newspapers and 
magazines in July and August to 
promote General Mills’ newly de- 


/sureQuick within a year of intro- 


comptroller, | duction on the market, resulted in | paign 
“after exhaustive investigation of|a “1950 model here right now,” | September. 


according to Bill MacDonogh, sales | 
| manager. 
will start July 15. | 

Production is under way at the | 
newly equipped Bloomington, II1.,| 
|plant and price changes have been | 
incorporated. The new price is| 
$15.95 in the eastern zone and/| 
$16.45 in the western zone, com- 
pared with the old price of $16.95. | 

Advertising will be carried in| 
national magazines including Bet-| 


Distribution to outlets 


An intensive newspaper can - 
is scheduled to start 
Batten, Barton, Dw - 
stine & Osborn, Minneapoli 
handles the account. 


Offers Equipment Index 


A new monthly “Farm Equi)- 
ment Index,” with estimates 0 
the number of tractors produced 
volume of retail sales of farn 
equipment and farm cash income 
made its first appearance in the 
June 12 issue of Implement & 
Tractor. 


TELLS THE STORY. 


National Selectiv 


‘e Sald, “Give this great business a 


name worthy of its size.” Agencies, station owners, 


publishers responded. They recognized the 
confusion, the double meaning of “National Spot” 
as a name to describe one of the greatest adver- 


tising mediums ever known. Their over- 


whelming approval and choice was for 


National Selective Broadcasting. 
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Anderson Appointed 


Robert J. Anderson, formerly 


Army Sets Aside 


eastern manager of Liberty, nas| Dollars for Ads 


yeen appointed by Maclean-| 
Hunter Publishing Company, 
ronto, as Montreal representative 
of Men’s Wear of Canada and) 
Style. 


Anson to Thorndike 

Richard Thorndike Precision 
Advertising, Providence, R. L, has 
been named to direct the advertis- 
ing of Anson Products, Inc., Provi- 
dence. 
publications and magazines will 
be used. 


CFNB Appoints Moore 

C. Austin Moore, program di- 
rector of Station CFNB, Freder- 
icton, N. B., has been named sales 
manager. 


Radio, newspapers, trade | 


from U. S. Zone 


FRANKFURT, GERMANY—Under a| 
|}recent ruling of the Joint Export | president, has been elected presi- 


Import Agency, a branch of the 


|U. S. Occupational Army, German | Company, 


firms now are able to obtain dol- 
lars to use in payment for ads 
placed in American publications. 

The preliminary amount is 
$100,000 per quarter, with peri- 
odic increases in prospect. The 


funds will be exchanged at the) 


rate of 3.33 1/3 marks to $1. 
Earlier this year, the agency 

set aside another $100,000 to be 

used in the U. S. zone for sub- 


‘scriptions to American trade pub- 


jlications, payable in advance, 
‘through the agency, to publishers, 
|via the Federal Reserve Bank of 
New York. 


| Heads Mergenthaler 


Martin M. Reed, executive vice- 
dent of Mergenthaler Linotype 
Brooklyn, succeeding 
|William J. Flather Jr., who has 
|been named chairman of the 
| board. 


Names Baumgartner 

| Victor H. Baumgartner, for- 
merly in the Chicago advertising 
office of the New York News, has 
| been named director of the Los 
Angeles office of Fitzpatrick 
|Chamberlin, special advertising 
|representative of the Chicago 
‘Tribune on the West Coast. 


Maclean-Hunter Shows 
Sharp ‘47 Revenue Rise 


Maclean-Hunter Publishing 
Company, Toronto, reports a total 
1947 revenue of $8,694,701, an in- 
crease of $1,321,664 over 1946. 
Increasing costs, however, resulted 
in a reduction of net profit from 
5.14% in 1946 to 4.05%. 

Editorial expenditures for the 
company’s 31 Canadian publica- 
tions increased $90,000 during the 
year, with a total over the $1,000,- 
000-mark. 


-Ra-Jef Names Buckley 


Earle A. Buckley Organization, 
Philadelphia, has been named to 
handle the advertising of Ra-Jef 
Mfg. Company, Philadelphia, 
maker of juvenile sportswear. 
Trade publications and direct mail 


‘will be used. 


Broadcasting 


ncredible as it may seem, recent surveys show that 
I ninety-one per cent of the advertising managers, 
the men who buy your time, don’t know what “Spot” 
radio is. Moreover, they injuriously believe it to 
be limited to something it is not. They call it “CBs,” 
“1-Ms,” “spot announcements,” “jingles,” “nui- 
sance advertising,” or some leftover stuff—a means 
of covering ever narrowing concentric circles. 


And in Canada, thanks to the hundreds of letters 
written by All-Canada Radio Facilities, seventy-six 
per cent of the replies came out flatly for adoption 
of the name National SELECTIVE Broadcasting. 


To you “Spot” means something far bigger than 
just chainbreaks or announcements — but to your 
employees and to advertisers who buy your time, 
“Spot” will always mean simply —announcements 
or spots on your schedule. 


National SELECTIVE tells the story. It’s not 
a short, trite or catchy name, but why should it be? 
It properly describes a means, a system of national 
advertising that competes with the greatest media 
— newspapers, magazines and networks. Selective 
broadcasting offers advertisers economies, direction 
and control not possible with any other means of 


selling goods to the nation. With it and it alone 
the advertiser can 

SELECT his markets 

SELECT his stations 

SELECT his talent 

SELECT his program 

SELECT his time 

SELECT his commercial 
This is National SELECTIVE Broadcasting. 


You may ask—why this campaign to change the 
name? Because you and we want more program 
business. We value announcements but we want 
more programs—big name ones sponsored by truly 
national advertisers on a national selective basis. 
Before you get any substantial increase in such 
business, you and your sales representative must 
have a name for it that advertisers can understand. 


Let’s get away from this little, this belittling 
word “Spot” with its double meaning and ambi- 
guity. Let’s give this great advertising medium a 
name worthy of its size. National SELECTIVE 
Broadcasting tells the story. 


If you agree, or disagree, your opinion will be 
very much appreciated. 


adio Advertising ° New York, Boston, Detroit, Atlanta, Chicago, Los Angeles, San Francisco 


Paul H. Raymer Company, Inc. 
366 Madison Avenue 
New York 17, N. Y. 


I approve .. 
I disapprove 


I suggest the name... 


KNOX GELATINE 


CHARLES B. KNOX GELATINE CO.. INC 
JOMNSTOWN 


May 13, 1948 
Dear Miss Sasser: 


“The Recipe Book offered 
in your column" has 
eclipsed any other offer 
| in any other media we 
have used this year for 
per inquiry.” 

| Cordially yours, 


CHARLES B. KNOX 
GELATINE CO., INC. 


Cost per 
| Return 
* 
| BUY-LINES| .43 1.344 
Publication A 81 2,211 
B 1.10 2,113 
1.24 5,426 
D 1.43 2,310 
| E 1.91 4,547 
” F 2.21 3,076 
ia G 2.45 11,796 
” H 2.56 2,831 
3.72 491 


| For further information write to: 
BUY-LINES. 

Madison Avenue, New York ¥ 
360 North Michigan Avenue, Chicago |, 
235 Montgomery San Francisco 4 Cali! 
333 SW. Oak Street, Portland 4 Oregon 
2978 Wilshire Boulevard. Los Angeles § Cai 
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Produce Gets 23% 
of Food Dollar: 
Vail to NARGUS 


ATLANTIC CitTy—The American 
housewife is spending 23% of her 
food dollar for fresh fruits and 
vegetables, Ben B. Vail of Chi- 
cago, director of the produce divi- 
sion of the National Association of 
Retail Grocers, told delegates to 
the association’s 49th annual con- 
vention here. 

Mr. Vail admonished independ- 
ent food store operators that the 
percentage is not this high in 
their stores and advised them to 


NEED HUMAN-INTEREST RESEARCH? 


Alexander McQueen serves national ad- 
vertisers keen human-interest stories 
on their products. Popular, interesting, 


true. 
ALEXANDER McQUEEN 
5222 N. lakewood, Chicogo 40, Ill. 
Phone RAV. 9010 


do something about it. Produce 
sales in independent stores, he de- 
clared, average only 17% of total 
sales. 

“The 23% goal is well within 
reach of every independent store,” 
he asserted. “One good reason is 
that 83% of consumers serve 
fresh fruits 
some form every day.” 

Patsy D’Agostino, president of 
NARGUS, condemned certain ad- 
vertising allowances that some 
suppliers are offering and that 
profess to be “available to all 
under the same conditions.” He 
said that unfortunately these con- 
ditions often limit the offer to 
a minority of large retailers and 
that “certainly if only half a dozen 
or a dozen members of our in- 
dustry can qualify for an adver- 


|tising allowance, it would be dis- 


| 
| 


ends 


criminatory to set it up.” 

In Chicago a NARGUS spokes- 
man said that before the meeting 
tomorrow Mr. D’Agostino 


probably will make an announce- 
|ment regarding Procter & Gamble 


and vegetables in) 


Company’s reaction to a recent 


letter that it received from 
NARGUS. The letter requested 
an explanation of P&G’s floor 


stock protection practices, which 
brought complaints by grocers in 
many parts of the country (AA, 
May 31). 


Form Radio News Club 


The newly-formed Carolinas 
Radio News Directors Association 
has elected Jack Knell of WBT, 
Charlotte, N. C., president. Other 
officers are: Gren Seibels, WIS, 
Columbia, S. C., vice-president; 
F. O. Carver Jr., WSJS, Winston- 
Salem, 2nd vice-president; Mar- 
jorie Jordan, WFNC, Fayetteville, 
N. C., secretary, and Bob Truere, 
WCSC, Charleston, S. C., treas- 
urer. 


Fort Worth to Get TV 

Fort Worth’s first video station, 
WBAP-TYV, is scheduled to go on 
the air about Sept. 15, with tele- 
vision “transcriptions” scheduled 
to be used to carry major network 
programs until the coast-to-coast 
coaxial cable is completed. 


BABIES 


THE FACTS OF LIFE. If babies came by mail, the rural carriers in the 
states served by THe SouTHERN PLANTER would have to install elaborate 
nursery equipment. This annual crop of nearly 200,000 rural babies is 


half again as large as in urban areas. It indicates a lively and growing 
market for your wares among the readers of Tte SourHern PLANTER 
and promises a continuing stability for your rural market. Actually the 
farm is the seedbed of the nation taking care of farming’s future and 
supplying industry and commerce with needed population replacements 


every year. 


THE FACTS OF BUSINESS. In Jie SournerN PLANTER territory, these 
newcomers require yearly more than 3,000 miles of that soft, white 
cotton for their first nether garments. You can figure for yourself the 
carloads of baby foods, the streams of condensed milk, mountains of 
baby cereals, talcum powder, fruit juices, baby clothes and yarns and 
woolens needed each year in SouTHERN PLANTER Land. You can 
more easily get your share of this rich market by advertising in the pages 
of THe Sournern PLanter, the nation’s oldest farm journal and the 
farm and home guide for more than 300,000 rural families. 


‘THE SOUTHERN PLANTER, Richmond 9, Va. 


441 Lexington Ave., New York 17 
333 N. Michigan Ave., Chicago 1 

West Coast Representative: SIMPSON-REILLY, LTb. 
Los Angeles, San Francisco, Seattle 


SERVING THE TOP FARMERS AT 


THERN 


America’s Oldest Farm Paper — Established 1840 


More farm families in 
this area read The 
Southern Planter than 
any other farm paper. 


MAY SALES OF 


Advertising Age, 


CHAIN STORES 


une 


May % Gain 5 Months ————,, % Gz 
Food Chains 1948 1947 or Loss 1948 1947 orl 
Jewel $ 11,712,844 $ 9,627,414 +21.7 $ 56,675,378 $ 45,925,387 +2 
Kroger Co. 65,007,467 60,027,788 +8.0 31 | 880,856 285,290,941 +909 
National Tea 20,564 416 16,133,644 103,485,012 76,645,699 +350 
Safeway 94,646,747 79.132576 +19.6 464,773,293 383,459.40! +2)? 
Group Total $191,931,474 $164.921,422 +164 § 936,814,539 $ 791 321,428 rar 4 
Mail Order 
+Sears, Roebuck $193,326,805 $171,561,594 +-12.7 $ 731,754.63! 598,568,782 +273 
Spiegel 9,970,924 10,111,080 —1.4 49,457,804 48,241,983 +25 
+Montgomery Ward 104,611,740 104,322,237 +0.3 402,728, 107 372,702,690 +6) 
Group Total $307,909,469 $285.994.911 $1,183,940.532 $1,021,513.455 +15 9 
Drug Chains 
?Crown $ 1,225,623 $ 1,265,700 3.1 $ 9,960,562 $ 10,076,960 
Peoples 3,781 509 3,885,069 —2.7 18.241 18,491,722 
| Walgreen 13,062,584 2,48) 993 -4,7 64,483,200 61,077,658 +54 
Group Total ...$ 18,069,716 $ 17,632,762 +25 $ 92,685,667 $ 89,646,349 +34 
| Variety and Miscellaneous 
| ¥Angermann Cc 799.176 609,536 +31.1 2,797,428 2,276,122 +229 
Beck, A. S$. Shoe Corp. 3,858 40! 4,238,285 —9.0 6,873,458 17,340,650 —27 
| Bond Stores $ 6,683,923 $ 7,101,95! —5.9 $ 31,821,310 $ 32,535,255 —; 
Butler Bros. 8,698,440 8,718,929 —0.2 51,223,507 45,422,373 +17 
¢Dianna Stores Corp. | 409,338 |, 183,632 19.1 13,007,156 10,780,514 +204 
Edison Bros. 7,147,047 6,570,281 +8.7 30,302,967 27,531,268 + 10.0 
Fishman, M. H 724.443 690,636 2,847,996 2,771,516 +27 
iGrant, W. T. 18.699.405 19503376 79,384,447 77,234,945 +2 
tGreen, H. L. 7,688,858 7,538,760 +-2.0 28, 387,828 26,799,777 +59 
| tinterstate Dept. Stores. 5,654,439 5,557,630 +-1.7 20,331 662 18,677,794 +89 
| Kinney, G. R. Co. 2,962,000 2,805,000 +5.6 | 1,733,000 11,162,000 +5 
| Kresge, S. S. 21.774.435 21,653,075 +0.7 101,731,471 95,851,276 +6 
| Kress, S. H. 12,609,779 12,765,377. —1.2 57,217,839 59,408,441 —3.7 
jLane Bryant, Inc. 4.819.045 4.768.815 + 1.1 22,397,894 21,761,045 
| tLerner 10,991 384 9,754,708 +12.7 37,861 835 32,414,186 +168 
| McCrory 4,356,922 3,824,740 + 13.9 15,756,383 13,937,199 +13 
*Melville Shoe Corp. 6,347,853 5,984,346 +6.! 28, 180,03! 26,913.74 147 
Murphy, G. C. 10.445. 068 +6.8 46,709,539 41,142,787 +13. 
Neisner Bros. 4,211,252 4,082,965 +3.1 19,326,695 17,061,00! + 13.3 
Newberry, J. J 9,953 577 8.671.979 +14.8 44,040,009 41,606,806 45.6 
Penney, J. C 69,382,438  61,678595 +12.5 290,407,112 262:919.918 + 10.4 
Rose's 5-10-25 | 293,98! 1,236,342 +4.6 5,396.98! 5,260,129 +2.4 
\Sterchi Bros. | 611,436 1,433,785 +12.4 4,101,802 3,750,956 +9.3 
Western Auto 10,282,000 11,026,000 —6.7 44,313,000 42,716,000 37 
Woolworth, F. W. 47,107,630 44 985 736 4.7 224,211 268 209 435,518 +-7.0 
Group Total $279,512,270 $266,167.48! +3.6 $1,230,352,618 $1,146,711,.217 +73 
Combined Total $797,422,929 $734,716,576 $3,443,793,366 $3,049,287,440 +4. 12.9 
‘Four month period. *Four weeks to May 29: year to May 29. {Ten month period. ‘Three 
month period. “Eight month period. 
B iti h A “ Kolynos, Lea & Perrins, Lever 
ritls gencies Brothers, Linguaphone, Lloyds 


Merge to Form 
American Branch 


New YorK—Two of Great Brit- 
ain’s largest and competitive ad- 
vertising agencies will join forces 
in September to open an Ameri- 
can office in New York. The two 
agencies, S. H. Benson Ltd. and 
Mather & Crowther, both of Lon- 
don, will be known as Benson & 
Mather, effective Sept. 1. The 
agencies will remain separate or- 
ganizations in England. 

David Ogilvy, who, prior to the 
war was associate director of Dr. 
George Gallup’s Audience Re- 
search Institute at Princeton, N. J., 
is directing the organization of 
the agency here. At a press 
luncheon held here last week Mr. 
Ogilvy said that the president of 
the New York operation will be 
a young American advertising ex- | 
ecutive whose appointment will be 
announced within a month. 

The agency’s staff will be 95% 
American and 5% English. Mr. 
Ogilvy pointed out that initially 
clients will be British advertisers | 
active in American advertising. 
Last year British interests spent | 
more than $30,000,000 on adver-'| 
tising in this country, he said. 


Chief Accounts Listed 


In addition to handling the cam- 
paigns by the British government, | 
the two agencies now handle such 
accounts as American Overseas | 
Airlines, the American Tobacco| 
Company, Austin Motors, Bovril, | 
Canadian National Railways, Col-| 
man’s Mustard, Guinness, Kodak, 


Bank, Ronson, Savoy Hotel, Shell, 
Johnnie Walker and Wrigley’s. 

Mr. Ogilvy said that the Bank 
of England is getting more lenient 
toward English manufacturers 
who use American dollars for ad- 
vertising in this country and 
realizes that these companies have 
to advertise in order to carry on 
the important export and import 
trade. 

Until the new agency announces 
permanent New York headquar- 
ters and a president, it will be 
managed by Mr. Ogilvy whose of- 
fice is located at 17 E. 49th St. 
The London office of Benson & 
Mather is headed by Guy Mount- 
fort, who has had 20 years of 
experience in the European op- 
erations of such American com- 
panies as General Motors, Stand- 
ard Oil and Procter & Gamble. 


Canadian Westinghouse Com- 
pany, Hamilton, Ont., has pro- 
moted K. W. Fraser, former dis- 
trict manager, to assistant vice- 
president in charge of sales. E. E. 
Orlando, formerly manager of 
central station sales at Hamilton, 
succeeds Mr. Fraser as district 
manager in Quebec, and J. W 
Kerr, formerly assistant manager, 


|'becomes manager of central sta- 


tion sales. 


Joins Campbell-Mithun 

Ralph M. Zeuthen, formerly as- 
sistant director of publicity for the 
domestic and Orient system o! 
Northwest Airlines, has been ap- 
pointed an associate account ex- 
ecutive of Campbell-Mithun, Min- 
neapolis. 
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McMillan Named 
as Chairman of 
Ad Federation 


CINCINNATI — The Advertising 
Federation of America is undoubt- 
edly the largest advertising or- 


ganization in the world, with 83. 


local advertising club members, 
nine national advertising groups 
and about 18,000 individuals, Elon 
Borton, president, told the busi- 
ness meeting of the group here 
Wednesday. 

Fifteen local clubs have joined 
in the past year, five others are 
being organized, and two new dis- 
trict groups have been developed. 
A new national group has affil- 
iated—Gamma Alpha Chi, na- 
tional advertising fraternity for 
women—and_ since September, 
1945, 33 clubs have affiliated and 
membership has been more than 
doubled. 

George S. McMillan, vice-presi- 
dent, Bristol-Myers Company, was 
named chairman of the board, 
succeeding Allan T. Preyer, Morse 
International, at a meeting of the 


Graham Patterson 


Mary McClung 


newly elected board. Mr. Borton 
was reelected president; Graham 
Patterson, Farm Journal and 
Pathfinder, was named treasurer; 
and Mary McClung, New York 
Post, was named secretary. 

New directors elected were: 

Elliott Shumaker, Detroit Free 
Press; Robert S. Peare, General 
Electric Company; Leonard Horn- 
bein, Famous-Barr Company, St. 
Louis; Ralph Smith, Duane Jones 
Company, New York. 

Reelected directors were Fair- 
fax M. Cone, Foote, Cone & Bel- 
ding; Joe M. Dawson, Geyer, 
Newell & Ganger; Palmer Hoyt, 
Denver Post; and Messrs. McMil- 
lan and Patterson. 

Elected vice-presidents of the 
AFA, by virtue of their election 
by the councils of men’s and wom- 
en’s advertising clubs, were Mrs. 
Honor Gregory House, Gregory & 
House, Cleveland, reelected; Paul 
C. Smith, Caterpillar Tractor 
Company, Peoria, reelected; Henry 
Kaufman, Henry J. Kaufman & 
Associates, Washington, D. C.; and 
Ira DeJernett, DeJernett Adver- 
tising Agency, Dallas. 


Awards Granted 


Awards for club achievement 
among larger clubs were given to: 
First, Advertisers’ Club of Cin- 
cinnati; second, Houston Adver- 
tising Club; honorable mentions, 
Chicago Federated Advertising 
Club and Adcraft Club of De- 
troit. 

In the smaller city group, first 
award went to Advertising Club 
of Akron, second to the Dayton 
Advertising Club, and honorable 
mention to the Advertising Club 
of Greater Miami. 

Philadelphia Club of Advertis- 
ing Women took first award in 
the women’s classification, with 
second awards to Advertising 
Women of New York and Wom- 
en’s Advertising Club of St. Louis. 

Andrew J. Haire, president, 


Haire Publishing Company, and 
president of the Advertising Club 
of New York, asked the AFA to 
cooperate in the project to set up 
a national “Hall of Fame in Ad- 
vertising” to be located in the new 
Ban Franklin Hall of the Adver- 


Elon Borton 


George McMillan 


tising Club of New York. Such 
a hall of fame should be nation- 
wide in scope and should include 
the names of all who perform 
noteworthy service to advertising, 
he said, urging that all local clubs 
cooperate in nominating individ- 
uals for membership. 


Ablon Names Melton 


Ablon, Inc., Dallas, has placed 
its advertising with Melton Adver- 
tising Agency, Dallas. Ablon man- 
ufactures Kol- Wav, one-hour 
home permanent. Newspapers, 
radio and point-of-purchase will 
be used. 


Becomes Seed World 
Publications 


Seed World Publications, Chi- 
cago, has been formed as a part- 
nership to succeed National Seeds- 
man Publications as publisher of 


Seed World, Seed Trade Buyers, 


Guide and Grain Trade Buyers 
Guide. Business and editorial of- 
fices remain at 327 S. LaSalle St., 
but printing and mailing will be 
from Pontiac, 

| J. M. Anderson, with Seed 
| World for 25 years, is editor and 


| publisher, and Fred L. Beakey is| 


| business and advertising manager. 
|Other partners are A. E. Olson, 
Glenn B. Wiklund, Max Rosen- 
thal of New York, and Betty 
Hoover. 


Schmidt Joins Walker 


Paul C. Schmidt, formerly assist- 
ant city editor of the Minneapolis 
Times, now merged with the Min- 

|neapolis Star and Tribune, has 
‘joined Harold C. Walker, Adver- 
tising, Minneapolis. 
rect an expanded publicity and 
public relations service for in- 
dustrial clients. 


He will di. | 


FTC Complaint 
Lambasts Large 


Subscription Firm 


WASHINGTON — FTC charged 
Wednesday that Associated Trade 
Press, Inc., Chicago, fails “through 
deliberate intention, negligence, 
indifference or otherwise” to see 
that subscribers receive magazines 
which it represents. 

According to the complaint, the 
firm annually sells over 2,000,000 
subscriptions to 100 different pub- 
lications through a field force of 
approximately 1,000 persons, but 
that in many instances subscribers 
do not receive magazines without 


‘considerable follow-up and that 


in other cases they receive maga- 
zines other than those they order. 

The FTC complaint says Asso- 
ciated Trade frequently fails to 
receipt of com- 
plaints. 

The FTC complaint, which ap- 
plies also to John C. Compton, 


James R. Compton and Hazel C. 
Compton, officers of the company, 
says it has about 400 persons spe- 
cializing in subscriptions to trade 
and technical publications, while 
the balance of the force specializes 
in general interest and popular 
magazines. 


G-E Shifts Chamberlain 


Paul L. Chamberlain has been 
appointed manager of sales in the 
transmitter division of General 
Electric Company, Syracuse, suc- 
ceeding Philip G. Caldwell, who 
resigned to join ABC. Walter M. 
Skillman will succeed Mr. Cham- 
berlain as manager of sales in the 
receiver division. 


New Product? 


Want 100% distribution 
and display before ad- 
vertising starts? I'l! 
show you... if con 
sumer product sold via 
drug, tood, department 
stores. 


Box 7088, Advertising Age 
100 E. Ohio St., Chicago 11, HI. 


INAUGURATES IN LA HABANA, CUBA 


THE MOST 


MODERN 


RADIO CENTER IN AMERICA ... 


From indirect lighting and air conditioning 
to soundproof walls, floors, ceilings, the mag- 
nificent new CMO studios in RADIOCENTRO 
are the last word in modern design. 


The most recent developments in broadcast- 
ing equipment, the most advanced applica- 
tion of post war engineering and sound 
conditioning are all to be found in RADIO- 
CENTRO—CMQ’s outstanding new home. 


Eleven studios of varying 


can seat an audience of 350 each—facilitate 
the very best production of major radio pro- 
The latest “Master Control” unifies 


grams. 


size—two of them vr 


all the transmissions from these studios so 


that four broadcasts at 
handled. 


a time can be 


All in all CMQ’s new home is really a won- 
der—it’s a radio center that places the most 


powerful radio network in Cuba in the first 
rank of world radio broadcasters. 


k 


x & 


C88 
g 


NETWORK 


“The most powerful radio network in Cuba” 


Exclusive representative in the U.S.A. 
Melchor Guzman Co. 
45 Rockefeller Plaza, New York 20, N. Y. 
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THE COMP 


MEN ARE BUYING ARGOSY 


Month after month, ARGOSY is selling men at the newsstands because 
this Complete Man’s Magazine gives them what they want. How do 
we know? Thirty consecutive months of editorial research plus news- 
stand pre-testing certified for us the dominant reading interests of 
today’s well-rounded adult males. 

That’s why every issue is packed with... 

Fiction... man-tailored stories by top-flight authors such as Erle Stan- 
ley Gardner, Gerald Kersh, Leslie Charteris, Philip Wylie, P. G. Wode- 
house and William Fay. 

Non-fiction . . . factual, up-to-the-minute news on science, travel, world 
affairs. Leland Stowe reviews the elections ... Walter Winchell is tin- 
typed ... Paul Gallico writes a personality piece. 


Sports... seasonal coverage of every phase of spectator and partici- 
pant outdoor activity with features like, “I Can Lick Joe” by Gus 
Lesnevitch and “Play Golf My Way—and Beat Your Friends” by 
Bobby Locke. 


Service... practical “down-to-earth” departments on men’s wear, 
men’s accessories and sporting equipment. 


PLUS... in every issue, comprehensive coverage of all the other domi- 
nant interests of men . . . Eye-Witness Adventure, Opposite Sex, 
Hobbies and Games, Science Topics and Humor. 


Yes, today’s all-around man is buying ARGOSY because this Complete 
Man’s Magazine was designed and created especially for him. — 


LETE MAN’S 
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MEN ARE BUYING BECAUSE ARGOSY... 


Increasing numbers of important national advertisers such as Chester- 
field, Schenley, Botany, Daly Brothers, Paris, Indian Motocycle, 
Doubleday, Wildroot, Arena Knitwear and Zippo are finding that they 
can move merchandise in ARGOSY’s large and growing male-market. 

They’re finding that ARGOSY has a prime, prosperous, intelligent 
audience ... who need and buy things. (97% of the audience are men 
... 68% are heads of families . . . average family income is $4,608.) 

They’re getting results because ARGOSY’s editorial planning was 
designed to give men what they want. 

They’re getting results, too, because ARGOSY’s pages were open 
to advertisers only after the product was proved. 

They know that ARGOSY advertising means profitable adver- 


MAGAZINE 


tising . . . because it costs only $2.50 per M, on 400,000 guaranteed. 
Current delivery of approximately 500,000 cuts your advertising costs 
still more in ARGOSY. 

For complete details on this man-market, write for your free copy 
of the new ARGOSY booklet, “A Man-Market That’s Moving.” It 
tells what ARGOSY can mean to your sales. Write: ARGOSY, 205 
East 42nd Street, New York; 333 North Michigan Avenue, Chicago; 
427 West Fifth Street, Los Angeles. 


5 
ab ‘4 New Gordon. 
ate fer Clevelend folding ¥ Seraid MeCan 
thows 
ion? a : v ‘peed cathhe 
Protos by Acme ang r 4 
‘hail—wouk he former fa, totum, Larry rh amd come in Main coher. 
been han shed fre sue: Should foe me 4 ‘ 
4 where once happ, “Jor Yankee \s | 
OC fashed te, Workd Series us 
Ver since he firse stepped ete i man 
league dig eser 
% 
TOPs 
Aly 
the Succulent bivalve Pays off in 
howder. En. 
9 may net you five clams at one 90, / * 
- 
j 
’ 


Tax Increases 
Ahead for Public, 
Business: Siegel 


Cuicaco—A publishing company 
that puts out more than one busi- 
ness paper usually can gain tax 
advantages by making separate 
corporations of each publication, 
Charles Siegel, director of the New 
York and Washington tax staffs of 
the Research Institute of America, 
said last week. 

Addressing members of the Chi- 
cago Business Papers Association, 
he said that the coming year will 
be one of the most opportune for 
profits because of the tax reduc- 
tion and favorable conditions gen- 


erally, but that by 1950 a tax in- 
crease for individuals is almost 
certain and for corporations is 
probable. “No one wants an ex- 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, iInc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 

* Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free information. 


Ernest 


cess profits tax, but one may be 
levied as a political move,” he 
said. 

A. Scott Dowd, president and 
general manager of Paper Indus- 
try & Paper World, was elected 
president of the association. Other 
officers elected are Walter 
Painter, Technical Publishing 
Company, vice - president; Emil 
Stanley, Traffic Service Corpora- 
tion, treasurer; and John H. Rear- 
don of John H. Reardon Company, 
secretary. New directors are Paul 


E. Clissold, Baker’s Helper; Ewing | 


Graham, Putman Publishing Com- 
pany, and Richard Trenkeman, 
Standard Rate & Data. 


Hollywood Admen Elect 


The Hollywood Advertising 
Club has elected C. Burt Oliver, 
manager of the Hollywood office 
of Foote, Cone & Belding, presi- 
dent. Others elected are: 
Belt, national advertising 
manager of the Hollywood Citi- 
zen- News, Ist 
Homer H. Boelter, owner of a lith- 
ography firm bearing his name, 
2nd vice-president; C. P. Macgre- 
gor, president of a transcription | 
firm bearing his name, treasurer, 


/and Helen Murray Hall, acting ad- 


vertising and promotion manager 
of National Broadcasting Com- 
pany, secretary. 


Mactadden Issues Dutch 
‘True Story’ Edition 


Beginning this month Macfad- 
den_ Publications i 
Corporation, New York, will pub- 
lish a Dutch edition of the Inter- 
national True Story group. This 
is the 13th edition of the Interna- 
tional True Story group and will 
be published monthly. 

With the launching of the Dutch 
edition, all of Macfadden’s prewar 
editions are once more in opera- 
tion. 


GREAT INDUSTRIES | 


THE GROWING 


GREENSBORO MARKET 


ABC Market. 


1947 


UNITED FURNITURE CORP. 


LEXINGTON, NORTH CAROLINA 


Producing 10 times their pre-war volume this company is 
one of the South's largest manufacturers of bedroom furni- 
ture. With nationwide distribution and annual sales in excess 
of $10,000,000, their growth is typical of the industrial 
activity of the Growing Greensboro Market. 


Center your sales plans in this rich area with 
593,300* population and retail sales of $401,705,- 
000* in the ABC Retail Trading Zone. 
only through the NEWS and RECORD with cur- 
rent circulation of more than 92,000 and better 
than 64°/, coverage of families in the 12 County 


Sales Management figures. 


Reached 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelly, Inc. 


W. | 


vice - president; | American 
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JUNE ADVERTISING LINAGE 


GENERAL 
Ace Fiction Grp... 
American Forests. 
American Home 
Legion.. 
American Magaziné 
American Mercury 
Atlantic Monthly... 
Better Homes & 

Gardens 
Christian Herald.. 
Columbia 
Cosmopolitan 
Dell Detective Grp. 
Dun’s Review 


| Esquire (Natl) 


| Extension 


| Town 
| True 


| 


| Glamour 


Grade Teacher, The . 
Harper’s Magazine. 
House Beautiful 
House & Garden.. 
Improvement Era. 
Instructor 
Macfadden Men's 
Grp. 
Mechanix Illustrated 
Motor Boating.... 
Natl. Geographic.. 
Nation’s Business. 
‘Nature Magazine. 
Popular Mechanics 
Popular Publications 
Popular Science... 
*Promenade 
Redbook 
Rotarian 
Sport 
Street & Smith All 
Fiction Grp. 
Thrilling Fiction 
Group 
& Country.. 


“Varsity 
Yachting 


Total Group.... 


WOMEN 
Charm 


Good Housekeeping 
Family Circle Nat'l 

*All Editions ... 
Bazaar.. 
Holland's 


|?Household 
| *Intimate 


| Today's 


| True 


Romances 
Ladies’ Home 
Journal 
Mademoiselle 
Modern Romances 
(MM) 
Modern 
(MM) 
Motion Picture (F) 
Movieland 
Movie Life 
Movie Show 
Movie Stars 
Parade 
Movie Story 
Parents’ 
Metro Ed.) ..... 
Parents’ (Nat'l)... 
Personal Romances 
Photoplay (Mac).. 


Screen 


tadio Mirror 
*Real Romance 


*Real Story..... 
Screen Guide 
Screenland ....... 
Screen Stories 
Secrets 
Silver 


Screen...... 
Woman... 
True Confessions 
(F) 
True Experiences 
(Mac) 
Love & 
Romance (Mac). 
True Romance 
(Mac) 
True Story 
*Vogue 
Woman's Day 
(Nat'l) 
*All Editions ... 


1948 1947 
Pages Lines Page 
5.5 1,231 4.5 
7.4 3,108 10.0 
75.5 47,706 69.6 
16.7 7,023 22.7 
60.6 25,484 54.8 
5.2 952 4.3 
20.0 8,383 17.5 
157.6 99,576 122.5 
27.9 11,950 23.0 
5.5 3,758 3.2 
9.0 1,638 
62.1 26,649 76.4 
16.7 7,145 14.6 
61.4 25,796 46.3 
27.5 18,700 16.5 
6.8 2,928 8.2 
84.1 56,532 138.8 
19.7 13,522 17.0 
137.0 86, 584 124.0 
16.5 7,261 20.0 
25.0 5,951 21.5 
95.7 65,044 83.5 
125.9 579 132.6 
110.6 69,908 104.6 
14.5 6,230 16.1 
14.5 9,948 16.0 
11.6 4,246 14.3 
68.9 15,432 74.8 
90.9 53,459 102.5 
51.9 12,350 50.8 
40.1 17,202 44.9 
2.9 1,254 3.8 
26.5 18,020 30.5 
159.0 35,621 153.1 
10.0 2,251 7.5 
140.1 31,388 121.8 
25.1 10,747 37.0 
31.3 13,441 36.8 
9.2 3,948 14.6 
20.0 8,018 13.6 
3.0 558 4.5 
85.8 36,069 80.0 
1.8 2,646 13.5 
36.9 24,773 65.7 
55.8 23,961 61.3 
7.8 3,362 5.0 
98.7 58,036 105.8 
2,162.1 1, 056, 983 2,173.0 
75.0 32,175 86.7 
69.7 29,882 66.0 
162.0 69,455 152.4 
32.4 13,912 26.6 
48.4 20,778 42.3 
67.6 42,736 90.4 
21.6 15,162 19.4 
40.1 17,183 26.7 
26.9 11,559 
138.7 94,286 156.9 
99.6 42,757 139.0 
89.1 60,584 100.7 
$1.3 17,717 
41.5 17,796 49.5 
40.4 17,338 53.7 
24.2 10,388 29.5 
26.0 11,411 27.9 
23.5 10,072 31.1 
26.5 11,397 27.9 
40.0 17,144 51.8 
76.5 32.835 101.0 
70.0 30,046 92.8 
31.9 13,695 23.7 
54.8 23,501 64.0 
32.5 13,955 410.6 
19.0 8,263 24.0 
19.0 8,263 24.0 
24.2 10,388 29.5 
22.9 9,836 28.5 
39.1 16,779 42.2 
22.8 9,798 
22.5 9,643 
31.1 13,356 16.7 
49.4 21,208 54.9 
35.1 15,055 41.4 
36.6 15,720 41.6 
39.5 16,932 45.4 
78.3 32,975 79.6 
91.6 57,893 114.2 
56.1 24,075 47.2 
59.3 25,433 49.4 


1,074,917 


Lines 


970 
4,200 
43,958 
9,487 
23,004 
791 
7,350 


66,097 
6,895 
10,910 


6,024 
16,762 
60,258 
12,030 
19,243 

1,635 
20,740 
34,287 

1,674 
27,288 
15,853 


37,180 
28,314 
65,389 
11,402 
18,158 


106,658 


59,631 
68,479 


16,899 


17,434 
10,411 
10,411 


IN NATIONAL MAGAZINES 


1947 


14 48-———_~ ——1947- 
Pages Lines Pages Line 
Woman's Home 

Companion ..... 73.3 49,815 71.5 48.59 

Total Group.... 1,947.4 948,900 2,160.8 1,062,489 

OUTDOOR 
American Rifleman 47.5 20,374 48.5 20,761 
Field & Stream... 89.1 38,203 102.7 44,06 
Fur-Fish-Game 24.1 10,328 23.9 10,267 
Hunting & Fishing 41.0 17,622 30.2 12,971 
Outdoor Life... 77.5 33,267 84.9 16,431 

25.4 10,949 26.7 11,44: 
Sports Afield ..... 82.1 35,215 89.0 38,259 

Total Group 386.7 165,958 405.9 174,197 

YOUTH 
The American Girl 1.5 4,929 11.0 1,741 
kes. 21.5 14,805 27.0 18,431 
Calling All Girls 20.2 8,688 16.0 6,879 
0.3 117 0.6 243 
Open Road 12.9 5,517 14.5 6,240 
Seventeen 69.8 47,486 80.3 54.658 

Total Group 136.2 81,542 149.4 91,20 

COMICS MAGAZINES 
*Calling All Boys 1,406 
Famous Funnies.. 5.0 1,935 8.0 One 
Fawcett Comies 

8.5 3,213 11.0 4,158 
*Harvey 8.5 3,213 1.5 56 
Marvel Comic Grp 8.0 3,024 0 1.890 
National Comics 

25.5 9,639 18.0 6,804 

*Red Unit ..... 13.5 5,103 SLO 3,21 

*Blue Unit . 12.0 4,536 9.5 3,591 
‘Polly Pigtails 3.0 1,338 4.7 1,778 
Premium Group of 

2.5 95% 1.5 
Thrilling Comics 

3.0 1,134 756 
True Comics ... 6.6 2,674 1 1,957 

Total Group 62.1 23,916 21,0 

WEEKLIES—MAY 
“American Weekly 92.3 92,336 s2 N2,250 
Business Week 388.3 163,067 LOR 129.60 
Christian Advocate 19.1 8,036 23.6 to 
*““ollier’s 232.3 157,982 271.1 184,51 
101.3 43,449 123 22,98 
Forbes 33.3 14,282 360 15.4 
“Grit 25.0 26,278 23.% 25,10 
TLiberty 17.3 7,401 $4.7 
®Life ... 107.5 277,132 $25.2 221,1' 
*Look 113.5 77,192 83.2 56.561 
5Newsweek ..... 269.8 113,321 256.5 LOT 
New York Times 

Magazine ...... 192.1 163,244 166.3 141,37¢ 
New Yorker 331.5 142,231 $26.4 140,04 
Pathfinder... 43.9 18,850 38.3 16,429 
‘Parade ; 37.0 31,471 14.1 
"Saturday Evening 

492.6 334,988 180.8 33.0 
Saturday Review of 

Literature ..... 41.1 17,625 42.4 1S,18 
Scholastic ....... 38.5 16,206 40 16,417 
Sporting News ... 22.8 24,362 21.6 23,12 
“This Week 

Magazine ...... 67.3 57,171 64.4 4,78 
366.3 153,908 108.0 129,378 
S. News & 

World Report 104.8 43,995 150.0 635,008 

Total Group . 3,437.6 1,984,527 3,238.7 1,851,78 

*Not included in totals. ‘June-July issues combined 
“Smaller page size—1948. “One issue 1948; two issue 
1947. ‘Larger page size—1948. °Five issues 1948; fou 
issues 1947. “Five issues both years, 7One issue 1945 
two issues 1947. Four issues 1948; five issues 1947 
"Two issues both years, 

CANADIAN 
Canadian Home 

17.8 32,498 51.7 85,12 
Canadian Homes & 

60.6 40,726 67.6 45,41 
Chatelaine ...... 01.9 35,274 58.0 39,44 
‘*New Liberty . 28.3 12,142 38.7 16,55 
Maclean's (2 

issues) ...... 83.0 56,440 85.7 8,27 
70.7 47,532 73.6 49,44 
National Home 

PS 31.9 21,680 38.0 25,83 
tevue Moderne, La 34.7 23,588 34.1 23,21 
Revue Populaire, 

*Samedi, Le ...... 49.2 34,439 47.0 32,94 

Total Group 496.6 3: 31, 268 532.7 353,11 
*Canadian National Weekend Newspapers 

(Rotogravure linage) 
58.2 58,197 44.4 44,3! 
* Ss... 53.6 53,633 50.6 50,64 
Montreal Standard 67.0 67,032 47.4 47,4: 
Star Weekly ...... 78.9 74,725 83.7 79,4 

Total Group 257.7 253,587 326.1 221,98 


*May linage. 
issue 1948; 


five issues 1947. 


vertising Age, June ZI, 
| GA — 1200 — 190 — 
| LIVAGE TREND 4100 — 190 — | 
700 — BP 900 — 60 — 
| YOUTH COMICS WEEKLIES CANADIAN 
1947 -— 1948 — 
| 125 — 360 — 
50 — 1400 — 330 — 
77,444 
| 9,880 
| 2,178 
| 
6,265 
19,446 
11,711 
78,368 
| 8.819 
5,119 
56,783 
5,806 
| | 6,251 
5,309 
837 
33.627 
21,240 
23,035 
12,649 
11,998 
13,354 
12,008 
22,227 ; 
13,325 
820 
10,180 
27,453 
2,649 
12,219 
18,118 
9,323 
12,183 
7.141 
“los 93.548 
a 
| NEWS and RECORD er 
/y ‘ 72,197 
20,246 | 


SPOKANE AGAIN 


TO LOCATE 


2,48: 

741 AMERICAN FLAG —. Fine (COUNTY WELFARE Alt That Was iht of Passenger Plane After Crash |New Rod and Bar Plant to | 

$431 MASKS BOMBER... nal Insult COSTS INCREASED 4 Give Spokane Boost as 

5,879 U. Vehicle OS Light Metal Center, 

to Camy Attacker in Pat Vea $85 982 | | CITY 


Bares His Pessimism = 


He Said New York 
Jews Dishoy al. 
Communism. 


LIGHT METALS CENTER OF THE 
NATION GETS BIG BOOST! 


103 The march of industrialists and big merchants to the Spokane tric energy on earth, right at hand, with abundant raw materials 
+ Market continues. and transportation facilities available, it is only natural that new 


Be ; industry should come to the Spokane Market. Permanente Metals 


This second mill which Henry J. Kaiser and Associates will 
7 , Y officials predict that the new Kaiser rod and bar mill will lead to 
370 locate in Spokane provides an extra push to an already estab- ! ' 

the manufacture of wire, cable, screw machine stock, flattened 


"429 i f iant alumi 
oat lished and important industry, composed of a giant aluminum wire, welding and brazing rod, rivet stock and other items—more 


reduction plant and rolling mill. Spokane as a light metals center agit 
asi gleams as the bright spot of the nation. Mr. D. A. Rhodes, Vice payroll, more diversity for the Spokane Market. 


183 President of Permanente Metals Corporation, states: The picture then today of Spokane and its Inland Empire is 
ee ; Tele one of a great market, long famed for the production of lumber, 
= “This new unit will be the world’s most modern and flexible minerals, livestock and agricultural products, combined with shin- 
‘378 aluminum rod mill. It will be capable of processing more than ing new industry. It is also a picture of two great newspapers that 
00 120,000,000 pounds of metal annually. This is more than the offer dominant coverage of the Spokane Market—a market with 
78: entire industry produced in the United States in 1946.” a gross spendable income that exceeds a billion dollars. 

ned With Grand Coulee Dam, the largest source of potential elec- It is a picture much admired by advertisers: 

947 

THE 

MORNING SUNDAY Combined Daily 

44 

; 

81.84% UN-duplicated 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit 
” Los Angeles, San Francisco. Color Representatives, SUNDAY SPOKESMAN- 
REVIEW Comic Sections: Metropolitan Group. 
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ADMA Hears 
Drug Export Need 
for Long Planning 


Bretton Woops, N. H.—lIf 
American drug exports are to con- 
tinue at their present $200,000,000 
pace, more intelligent sales plan- 
ning, better marketing techniques 
and standard foreign import regu- 
lations are necessary, Richard T. 
Turner, editor of Pharmacy In- 
ternational and El Farmaceutico, 
told the annual convention of 
American Drug Manufacturers’ 
Association here. 

Mr. Turner said that, when ex- 
ports are added to the product of 
American-owned subsidiaries 
abroad, the industry’s stake in 
foreign business is probably $400,- 
000,000. 

He believes manufacturers must 
plan selling campaigns on a long- 
term basis, in decades, and must 
avoid the idea of quick profits. 

Drug manufacturers face a mul- 


Kite: Pete Peed 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting—are constant re- 
minders of your producte 
and services . . . and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel] 
... handles are of durable. 
bright plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted .. . 
with your name or trade 
mark ... at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 45 Years in Business 


STANDARD PRESSED co 


JENKINTOWN, PA. Box 


tiplicity of laws regarding label- 
ing, registration and re-registra- 
tion, exchange control, labor and 
sales. He noted the saving pos- 
sible “if products could be reg- 
istered in Mexico, Peru and Uru- 
guay, for example, under one set 
of rules and one label.” 

He pointed out that the first Pan 
American Congress of Pharmacy 
will convene in Havana early in 
December. This offers a natural 
starting place for a proposal of 
greater uniformity, he said. 


BBDO Gets More Space 


Batten, Barton, Durstine & Os- 
born, New York, which now oc- 
cupies four and a half floors at 383 
Madison Ave., recently acquired 
additional space in the Hotel Mar- 
guery, Park Ave. at 47th St., New 
York, where the agency’s market- 
ing and merchandising department 
is now located. 


George Appoints Shields 
Lucile Shields, formerly with 
Crocker - Union Lithograph Com- 


pany, H. W. Kastor & Sons Adver- 
tising Company and Hugo Scheib- 
ner, Inc., has been appointed as- 
sistant general manager of Ernest 
N. George Company, Los Angeles. 


Hamilton Appoints Rippe 


Charles H. Rippe Jr., formerly 
supervising buyer of supplies and 
merchandise for Commonwealth 
Edison Company, Chicago, has 
been appointed sales director of 
the home appliance division, Ham- 
ilton Mfg. Company, Two Rivers, 
Wis. 


Gets Beverage Account 


French Beverage Company 
Long Island City, N. Y., bottler o! 


Dr. Wells beverages, has placec 
its advertising with Lester L 
Wolff, Inc., New York. Newspa- 
pers and radio will be used. 


Changes Directory Name 

The name of the “Plant Pur- 
chasing Directory,” published by 
Conover-Mast Publications, Chi- 
cago, has been changed to “Con- 
over-Mast Purchasing Directory.’ 


Separate links .. . forged together . . . form a chain. 


Separate ads... forged together... form a campaign. 


Just as each added link extends the reach of the chain... 


each new ad extends the reach of the advertising campaign. 


The same amount of money can place more advertisements 


in Collier’s than in either of the other “Big 3” weeklies. 


can buy 
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Y&R Integrates 
Radio and TV 


New YorK—-Another sign of 
television’s coming of age is Young 
& Rubicam’s announcement of the 
integration of radio and television 
yperations under the direction of 
Sylvester L. Weaver Jr., vice- 
president. 

“Previously we had a television 
department as part of the radio 
operation,” said Sigurd S. Lar- 


i\mon, Y&R president. “Now the 
entire department is devoted to 
both radio and television with Mr. 
Weaver as director. The new set- 
up will make the department’s 
full facilities available to clients 
for both radio and television pro- 
gramming.” 

Everard Meade, vice-president, 
is manager for both radio and 
television. Joseph Moran, vice- 
president, continues as associate 
director of the department, with 
William E. Forbes as supervisor 


of television operations. Frederic 
W. Wile has been named super- 
visor of radio operations. 


Issues Slide Film Guide 
Operadio Mfg. Company, St. 
Charles, Ill., manufacturer of Ex- 
plainette sound slide film projec- 
tors, in cooperation with Business 
Screen, has published the “Opera- 
dio Sound Slidefilm Guide,” which 
is a compilation and classification 
of 500 sound slide films currently 
available for education, training 


and inspirational use in business, 
industry, schools and for religious 
programs. The guide is available 
at 25 cents a copy from Operadio. 


Grapette Promotes Two 


L. C. Moore, in charge of the 
field activities department of 
Grapette Company, Camden, Ark., 
has been promoted to sales direc- 
tor of the company. W. B. Preddy, 
head of the cooler and carton de- 
partment, has been named to suc- 
ceed Mr. Moore as field activities 
director. 


Because BSN brings news that its read- 
ers convert into sales, it's the best mes- 
senger for your sales-message. 


—that you're in business to do business; 
that you're on the lookout for immediate 
soles. 


Not tomorrow, but now. Let 
BSN help you do it! 


—when you use the same avenue 
of communication your 
customers do 


You can 


spread the prestige of your 
products in the magazine acknowledged 
the biggest success 


Don't bolster your sales quota—Beat it! 
Use BSN where the cash customers are 
looking for you. 


The fight is on tor the same dollar. It's 
a healthy fight. Make it profitable. Use 
the Ist paper 
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York Metropolitan Newspapers 


First Four Months 1948 
67,522 


60,973 Source: Media Records Z 
50,721 50,503 


Journal- 2nd Eve. 3rd Eve. 4th Eve. 
American Paper 


Ist Morn. 2nd Morn. 


3rd Morn. 
Paper Paper Paper 


4th Morn. 
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4 


Again in’48 the Journal-American 
the Overwhelming Choice 
New York Retail Food Advertisers 


MERCHANDISE moves fast under the impetus of 
powerful selling . . . particularly selling that 


hits home hard. M 0 R E 


their methods of its fullest development, they con- 
tinue to concentrate in the most powerful of all | you / 
home-going newspapers. Fi OR 


For the first four months of 1948 the Journal- 


American published almost 50% of all retail food Six Months Circulation 
linage in New York metropolitan evening papers for period ended March 31, 1948 
... and more linage than the entire morning field + 


combined! What's more, the Journal-American VENING 
gained 69% in retail food linage over the same E 


four month period of 1947. 711,469 


The same elements that make the Journal-American 


so productive for retail food merchants can_ build SUNDAY CITY 
business for all advertisers. The largest evening AND SUBURBAN 
circulation in New York, more than the next two 
evening papers combined, reaches and influences 
every member of the family. 1,001,9 6l 
SUNDAY TOTAL 
YOUR STORY STRIKES HOME IN THE 
1.262.085 


af 


The AMERICAN PEOPLE] 


RH 


AN AMERICAN }{ PAPE 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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Again in’48 the Journal-American 


New York Retail Food Advertisers 


MERCHANDISE moves fast under the impetus of 
powerful selling .. . particularly selling that 
hits home hard. 


Take the case of New York retail food advertisers. 
Keen in their knowledge of the market, wise in 
their methods of its fullest development, they con- 
tinue to concentrate in the most powerful of all 
home-going newspapers. 


For the first four months of 1948 the Journal- 
American published almost 50% of all retail food 
linage in New York metropolitan evening papers 
... and more linage than the entire morning field 
combined! What's more, the Journal-American 
gained 69% in retail food linage over the same 
four month period of 1947. 


The same elements that make the Journal-American 
so productive for retail food merchants can build 
business for all advertisers. The largest evening 
circulation in New York, more than the next two 
evening papers combined, reaches and influences 
every member of the family. 


YOUR STORY STRIKES HOME IN THE 


Six Months Circulation 
for period ended March 31, 1948 


* 
EVENING 


211,469 


SUNDAY CITY 
AND SUBURBAN 


1,001,961 


SUNDAY TOTAL 


1,262,085 


4 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Ward's Is Again 
Rumor-Beset as 
Executives Quit 


Cuicaco—Another president has 
resigned from Montgomery Ward 
& Co. over differences with Sewell 
L. Avery, chairman of the board 
and a former president of the mail 
order house himself. 

Furthermore, two _ vice-presi- 
dencies at Ward’s are open fol- 
lowing recent resignations, .at least 
one of them involved in the strug- 
gle between some top executives 
and the chairman. Last week 
three more v.p.s were rumored to 
have penned resignations. 

Those resigned to date: Wilbur 
H. Norton, president; Oswald B. 
Higgins, vice-president and gen- 
eral operating manager, and Law- 
rence Appley, industrial and pub- 
lic relations vice-president, who 


left to become president of Amer- | 


ican Management Association. 


A month ago, when six or seven | 
v.p.s reportedly threatened to re-| 


sign, Mr. Avery denied the rumors, 


with the 


LION'S SHARE 


of the audience 


WMBD’s continuing leadership in the 
rich Peoria market is graphically shown 
in the latest Hooper Station Listening 
Index (March-April, 1948). WMBD is 
the ONLY Peoria station to show a 
larger share of the audience in any time 
period over the previous report . . . and 
WMBD shows an increase in ALL time 
periods. 


(Mon. thru Fri.) 
Peoriarea Station 8.3 
Peoriarea Station “B” 5.1 
Peoriarea Station “C” 7.8 
Peoriarea Station ‘““D" 1.2 
All outside stations 22.8 

(Mon. thru F 
Station “A” 
Station “B”... 
Station 
Station “D”" 
All outside stations 
WMBD 

(Sun. thru Sat.) 
Station ““A’’... 16.1 
Station “B”.. 8.9 
All outside stations 26.9 
Stations C and D do not 
broadcast evenings 
WMBD 


PEORIA. 


CBS Affiliate © 5000 Watts e 
Free & Peters, Inc., Nat'l. Reps. 


|saying specifically that “Mr. Nor- 
|ton is not resigning’ (AA, May 
24). Later Ward’s directors 
amended the by-laws to give more 
power, it was said, to the Norton 
group. However, the 74-year-old 
chairman was still designated 
chief executive officer. 


Ward’s since 1931. He has been 
chairman since 1943 and was 
president before that, having been 
elected to the position in 1940 
when Raymond H. Fogler (one- 
time W. T. Grant executive) re- 
signed as president over differ- 
;}ences with Mr. Avery. Several 


the past three years has been spe- 
cializing in house organs. Associ- 
ates are Mary Lewis, formerly 
account executive of Brisacher, 
Van Norden & Staff, and more re- 
cently head of an artists’ service, 
and Ruth Lee Harrington, free 
lance writer. 


Prior to Mr. Norton, the late | key executives resigned then, too.’ Names Erwin, Wasey 


Clement D. Ryan was president 
from 1943 until he quit in 1945. 


B. R. Prall, operating vice-presi-_ 


dent, also resigned in 1945. 
Mr. Avery has in fact headed 


Pickering Forms Agency 
Robert L. Pickering Advertising 

has been formed in San Francisco 

at 251 Post St. Mr. Pickering for 


|Angeles, has 


Santa Fe Vintage Company, Los 
appointed Erwin, 
Wasey & Co., Los Angeles, to 
handle its advertising, effective 
July 1. 


Putman Names 


Bob Wettstein ha 
pointed West Coast ri 
of Chemical Process 
Food Processii 
published by Putma 
Company, Chicago. 


Appoints Baskin 

Salem N. Baskin 
Agency, Chicago, ha 
pointed to direct the 
of the Academy of . 
Chicago. 


%& That means ANYTHING from shirts to shave 
moccasins to motor boats... bus trips to 
bowling balls... cigars, photo film, wire recorders, 
topcoats, luggage, sunglasses, hair tonic, lawn sprinklers, 
binoculars— a list without end. 


More than ONE MILLION circulation 


cream... 


++. more than 412 MILLION male readers 
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Ward's Is Again 
Rumor-Beset as 
Executives Quit 


Cuicaco—Another president has 
resigned from Montgomery Ward 
& Co. over differences with Sewell 
L. Avery, chairman of the board 
and a former president of the mail 
order house himself. 

Furthermore, two _ vice-presi- 
dencies at Ward’s are open fol- 
lowing recent resignations, .at least 
one of them involved in the strug- 
gle between some top executives 
and the chairman. Last week 
three more v.p.s were rumored to 
have penned resignations. 

Those resigned to date: Wilbur 
H. Norton, president; Oswald B. 
Higgins, vice-president and gen- 
eral operating manager, and Law- 
rence Appley, industrial and pub- 
lic relations vice-president, who 


left to become president of Amer- | 


ican Management Association. 
A month ago, when six or seven 


v.p.s reportedly threatened to re-| 


sign, Mr. Avery denied the rumors, 


LIONS SHARE 


of the audience 


WMBD’s continuing leadership in the 
rich Peoria market is graphically shown 
in the latest Hooper Station Listening 
Index (March-April, 1948). WMBD is 
the ONLY Peoria station to show a 
larger share of the audience in any time 
period over the previous report . . . and 
WMBBD shows an increase in ALL time 
periods. 


(Mon. thru Fri.) 
Peoriarea Station “A” 8.3 
Peoriarea Station “B”" 5.1 
Peoriarea Station “C” 7.8 
Peoriarea Station 1.2 
All outside stations 22.8 

(Mon. thru Fri.) 
Station “A”... 8.5 
Station “B”... 5.1 
Station 7.1 
Station 1.6 
All outside stations 30.0 
WMBD 

(Sun. thru Sat.) 
Station “A”. 16.1 
Station “B” 8.9 
All outside stations 26.9 
Stations C and LD do not 
broadcast evenings 
WMBD 


: PEORIA 


CBS Affiliate © 5000 Watts 
Free & Peters, Inc., Nat'l. Reps. 


|saying specifically that “Mr. Nor- 


}ton is not resigning” (AA, May 
24). Later Ward’s directors 
amended the by-laws to give more 
power, it was said, to the Norton 
group. However, the 74-year-old 


‘chairman was still designated 
chief executive officer. 
Prior to Mr. Norton, the late 


Clement D. Ryan was president 
from 1943 until he quit in 1945. 
B. R. Prall, operating vice-presi- 
dent, also resigned in 1945. 

Mr. Avery has in fact headed 


Ward’s since 1931. He has been 
chairman since 1943 and was 
president before that, having been 
elected to the position in 1940 
when Raymond H. Fogler (one- 
time W. T. Grant executive) re- 
signed as president over differ- 
;ences with Mr. Avery. Several 
key executives resigned then, too. 


‘Pickering Forms Agency 

| Robert L. Pickering Advertising 
has been formed in San Francisco 
at 251 Post St. Mr. Pickering for 


| Angeles, 


the past three years has been spe- 
cializing in house organs. Associ- 
ates are Mary Lewis, formerly 
account executive of Brisacher, 
Van Norden & Staff, and more re- 
cently head of an artists’ service, 
and Ruth Lee Harrington, free 
lance writer. 


Names Erwin, Wasey 


Santa Fe Vintage Company, Los 
has appointed Erwin, 
Wasey & Co., Los Angeles, to 
handle its advertising, effective 
July 1. 


Putman Names Wettsteir 
has 


Bob Wettstein 
pointed West Coast representativy 


of Chemical 
jand Food Processing Previeu . 
published by 


Company, Chicago. 


Processing 


Putman 


been ar 


Publishin 


Appoints Baskin Agency 
Salem N. Baskin 


Agency, 


Chicago. 


Chicago, 


Preview 


Advertisin z 
has been a} 
pointed to direct the advertising 
of the Academy of Applied Ar. 


% That means ANYTHING from shirts to shave 


cream... 


. moccasins to motor boats... bus trips to 


bowling balls... cigars, photo film, wire recorders, 
topcoats, luggage, sunglasses, hair tonic, lawn sprinklers, 
binoculars— a list without end. 


More than ONE MILLION circulation 
+. more than 412 MILLION male readers 
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Luckies to Back 
Football on TV 


New YorK—American Tobacco 
(Company, through N. W. Ayer & 

m, is lining up a formidable 
«chedule of college football games 
{or television coverage this fall. 

The game of the week will be 
carried over the NBC East Coast 
retwork. At the same time an 
additional contest will be aired 
cver DuMont’s WABD, New York. 


Some nine games of the University 
of Illinois and Northwestern will 
be televised over WGN-TV, Chi- 
cago. 

American Tobacco reportedly is 
bidding for video rights to the 
UCLA and Southern California 
pigskin schedule. 

Luckies will break a new series 
of announcements July 28 as a 
part of its continuing selective 
campaign. The auctioneer se- 
quences are expected to be de- 
leted from these, but the dancing 


and marching cigarets now run- 
ning will be continued. 

Another Ayer client, Sheffield 
Farms Company, is expected to 
sign as a sponsor for DuMont’s 
“Small Fry Club” over WABD. 


Robertson Joins Buchen 


James W. Robertson, formerly 
an account executive and copy 
supervisor of Griswold-Eshleman 
Company, Cleveland, has joined 
The Buchen Company, Chicago, 
as an account executive. 


To Rubsam & Horrmann 


James E. Gallagher, formerly in 
the advertising and sales promo- 
tion department, Shell Oil Com- 
pany, New York, has been ap- 
pointed assistant to the advertis- 
ing manager, Rubsam & Horrmann 
Brewing Company, Staten Island. 


Jacobson Named V.P. 


Roland E. Jacobson, southern 
California manager, has been 
elected a vice-president of Bu- 
chanan & Co. in Los Angeles. 


Your advertising gets more readers per thousand 


circulation in POPULAR MECHANICS because our 


readers—having the RM.Mind—read ads deliberately. 


FOUR SPECIAL REPORTS 
FOR BUSY EXECUTIVES 


7) 

— INDUSTRIAL AND 
COMMUNITY 

DEVELOPMENT 


How railroads, public utili- 


ties, chambers of commerce, 
banks and others are success- 
fully promoting their areas, 


industries and products. 


REPORTS BY 

INDUSTRY TO 
STOCKHOLDERS 
AND PUBLIC 


How leaders in business and 


industry are using modern 
public relations advertising to 
inform stockholders and pub- 
lic (via bankers) as to earn- 
ings and progress. 


CONSTRUCTION 
MATERIALS AND 
EQUIPMENT FOR 
BUSINESS, HOME 
AND FARM 


How the banks are helping 
business while advising their 
depositors, home owners and 
prosective home owners to 
build better, to remodel or 


modernize. 


GS eee fetes @ @ 


FARM EQUIPMENT, 
MATERIALS AND 
PROSPERITY 


How the farm equipment, ma- 
terials supplier, the farmer 


banker 
together to benefit their en 


and the are working 


tire community. 


The magazine of influence 
among men of influence is... 


BANKING 


Journal of The American Bankers Association 


12 E. 36th St., New York 16 
105 W. Adams St., Chicago 3, Ill. 
512 North Oxford St., Los Angeles 4 
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Marketers Elect Keeton 


William F. Keeton, vice-presi- 
dent of Gar Wood Industries, Inc., 
has been elected president of the 
Industrial Marketers of Detroit. 
Other officers are: John W. Mason, 
assistant to the merchandising 
manager of Carboloy Company, 
vice-president; Art Brooks, adver- 
tising manager of Bigelow-Liptak 
Corporation, secretary, and War- 
ren Dix, Great Lakes Steel Cor- 
poration, treasurer. 


S. O. S. Names Lovick 


S. O. S. Mfg. Company of Can- 
ada, Toronto, has appointed James 
Lovick Ltd., Toronto, to handle 
the advertising of the company’s 
aluminum cleaner. 


ST. JOSEPH NEWS-PRESS 
Soseph Ouzette 


Marketing Ass'n 
Prepares to Add 
Full-time Staff 


AMA Board Okays 
New Awards Plan 
at Convention 


WASHINGTON — Members of the 
American Marketing Association, 
meeting here last week, were 
promised an opportunity to vote 
some time this fall on an expan- 
sion program involving a perma- 
nent office and full-time director 
for their organization. 

As approved by the board of di- 
rectors on the eve of the general 
convention here Monday and 
Tuesday, it also calls for @ new 
class of $100 company member- 


ships as a means of raising the 
estimated $15,000 of new revenue 
needed to finance the broader op- 
eration. 

With AMA’s membership now 
over 3,100 and new projects get- 
ting under way, President Wroe 
Alderson told the convention that 
its affairs can no longer be left 
entirely to volunteer officers. 

The expansion committee under 
Everett Smith, of Macfadden Pub- 
lications, expects to provide a full 
explanation of the expansion pro- 
gram, together with the necessary 
questions for membership ap- 
proval, well in advance of the De- 
cember convention in Cleveland. 


National Awards Set 


The board also approved a na- 
tional awards program “to stimu- 
late contributions toward the im- 
provement.of the theory and prac- 
tice of marketing.” National AMA 
awards are to be based on con- 
tributions to the field of market- 
ing, and are not to compete with 
individual chapter awards to indi- 


viduals recording outstanding 
marketing achievements. 

Standards for company mem- 
bership provoked spirited discus- 
sion on the convention floor. As 
described by Mr. Smith, the new 
class of membership would be 
limited to firms “with a construc- 
tive interest in marketing.” 


A spokesman for the Michigan 


chapter reported his group felt 
AMA ought to maintain “strict” 


membership standards in the form) 


of a_ professional 
than a trade association. 


Wooden on Cement Case 


During two days of almost con- 
tinuous sessions, AMA heard top 
officials of federal agencies pro- 
viding marketing data, or admin- 
istering marketing regulations. In 
addition there were special ses- 
sions devoted to trade association 
research, the psychological ap- 
proach to market research, dis- 
tribution costs, and advertising 
effectiveness. One set of meetings 
was designed especially for teach- 


THE 


Progressive 


Field & Stream is America’s 
Number One Sportsman’s Magazine 


publishing! 


that 
publishing! 


READER DESIRE STUDIES 


The men who publish Field & Stream are con- 
stantly probing the minds of their readers. 
One such effort was a survey made in 8 differ- 
ent sections of the country, using depth inter- 
views with personal panels of san wa 
A magazine like Field & Stream can’t be 
published by guesswork or intuition. A close 
watch must be constantly kept on readers and 
their desires, through efforts such as the edi- 
torial and advertising Readership Study con- 
. ducted by one of the country’s outstanding 
research firms. In that way, readers are given 
what they want and need. That's progressive 


Field & Stream readers have a kind of intel- 
lectual curiosity that makes them read the ad- 
vertisements in this magazine as much as the 
editorial material. When a magazine arouses 
kind of readership 


that’s progressive 


Field & Stream’s reader desire studies are 
the result of the most progressive publishing 


vision in the sportsman’s magazine field! 


* 


* * 


In addition to reader desire studies, Field & 


“sales 


The most important measurement of any magazine is Stream can be measured by many other yard- 
space in Field & Stream in the first five months of as di ial 

well as for the past 38 vears, than in any other leadership . itoria 
sportsman’s magazine! content . . . income of subscribers . . . reader 

information service . . . reader response . . . 


publishing leadership . . 
prestige... 


. editorial staff... 


sales results. 


group rather | 


— 

Shortly before the business 
meeting Tuesday, FTC Associa e 
General Counsel Walter 3 
Wooden asserted that the rece 
cement case decision offers “wht 
may be our last chance to restove 
and preserve a real competitive 
economy, one in which local e)- 
terprise is not the stunted and 
stifled victim of predatory dis- 
crimination.” 

According to Mr. Wooden, w)io 
is the mainspring of the FTC at- 
tack on the basing-point price 
system, any legislative effort ‘o 
set aside the cement case “wou'd 
be a return to the program and 
philosophy of the NRA.” 


No Prophecy 


While he refused to prophesy 
the results of the decision, he 
agreed: “If we do not have sub- 
stantial changes in the competi- 
tive situation as a result of the 
decision, then the whole business 
of anti-trust enforcement is a de- 
lusion, producing only technica! 
triumphs and visionary victorie 
worth no more than the paper on 
which the law records them.” 

“Those who say industry can- 
not operate under the law of the 
cefent case, say in effect that in- 
dustry cannot operate competi- 
tively and that it is not operating 
competitively,” Mr. Wooden as- 
serted. 

“They say in effect that indus- 
try has established a noncompeti- 
tive price structure that must be 
maintained even at the sacrifice 
of fundamental public policy. 

“If the proposal to nullify the 
effect of the decision by legisla- 
tion should happen to enlist broad 
support from the business world, 
it would demonstrate that we are 
farther on the road to a totali- 
tarian economy than we _ had 
feared.” 

At the same session, Lawrence 
C. Mingsland, commissioner of 
patents, urged trademark owners 
to adopt well-planned policies to 
safeguard the integrity of their 
marks. 

Outlining the advantages of the 
Lanham Act, which went into 
effect a year ago, he pointed out 
that it is still important to avoid 
over-popularization of the mark 
in order:to insure that they do 
not become merely a descriptive 
identification. 


Keyserling Speaks 


Nearly 550 were registered for 


the AMA meetings, the first Wash- 
ington convention of the organi- 
zation in a decade. 

At a luncheon meeting Monday. 
Leon H. Keyserling, vice-presi- 
dent of the President’s Council of 
Economic Advisers, called for ‘ 
practical blend of private actio: 
and governmental functions with- 


out distortion or sacrifice o! 
either.” 
Estimating that an unstabik 


economy resembling that of 192: 
to 1932 would deprive the natio: 
of $850 billion ‘in total nationa 
output over a 10-year period, h« 
warned, ‘We live in a high pow 
ered and highly integrated econ 
omy and we cannot preserve fo 
liberties or our prosperity by play 
ing blindman’s buff.” 

Mr. Keyserling lamented 
“There are those who, with grea 
competence, look at the econom 
from the viewpoint of the pro 
ducer or the distributor, the selle 
or the buyer, the plant manage 
or the labor official, but there a1 
all too few who are examinin;: 
from the perspective of the who 
national interest, the way 
which these segments of our nz 
tional economic life may be ha) 
monized.” 


Asks Prosperity Budget 


Asserting that “a first task « 
government is to encourage an 
help develop a broader descrip 
tion and analysis,’ Mr. Keyserlin 
called for a “national prosperit 
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yudget” covering employment, | 
yroduction, and purchasing power. | 

This budget, while binding on 
10 one, would serve as a tangible | 
neasuring rod of the wisdom or 
lack of wisdom of specific policies | 
n terms of their effect on the 
sconomy, he said. 

Later, a general session of the 
-onvention heard Milton Gilbert, 
1ead of the Commerce Depart- 
ment’s national income unit, ob- 
serve that the nation is enjoying 
“a peculiar sort of a boom,” with 
consumer durables sales running 
considerably below what might 
be expected. 


Blames Food Cost 


Noting that durable goods sales 
are running in the neighborhood 
of three billion below their proper | 
level, in terms of past relation- 
ships, Mr. Gilbert placed the 
blame on the high cost of food, 
which with tobacco is taking an 
estimated eight billion more than 
its share of the consumer dollar. 

Mr. Gilbert implied that the 
relative lull in consumer durables 
sales may prove a healthy sign. 
“When the world food situation 
becomes easier, we may see big 
shifts in spending patterns,” he 
said. “At that time we will wel- 
come the unsatisfied backlog of 
demand for durables.” 

A morning session on govern- 
ment aids to market analysis was 
devoted to the statistical facilities 
of the Bureau of Labor Statistics 
and the Census Bureau. Ed Hol- 
lander, chief of the BLS division 
of prices and cost of living, dis- 
cussed the market implications of 
“a city worker’s family budget,” 
released by BLS last winter. 


Delayed Until Fall 


Maxwell Conklin, chief of the 
Census Bureau’s industry division, 
estimated that the first tabulations 
of the current manufacturing cen- 
sus would be delayed to fall. 

Admitting that tabulations are 
running two months behind sched- 
ule, he promised preliminary in- 
dustry statistics by industry late 
this year and early next year; ad- 
vance data by county in March, 
1949, and advance data by area in 
April or May, 1949. 

He estimated the final tabula- 
tions will cover 250,000 or more 
establishments compared with 
180,000 in 1939. 

Noting that three fourths of the 
replies have required follow - up 
correspondence and field work, he| 
urged consumers of statistics to! 
“exercise restraint” in their de- 
mands for detailed information. 

“To assure completeness, we 
find censuses should be confined 
to general questions, such as num- 
ber of establishments, wages, em- 
ployment and_ production,” he 
said. 


Give Forecasts 


Forecasts of the new business 
‘ensus were provided by William 
C. Truppner, chief of the business 
livision, and of the population 
ensus for 1950 by Ross Eckler, as- 
istant director of the bureau. Dr. 
ickler promised more useful met- 
opolitan county tabulations from 
he 1950 census. He estimated cost 
nay run at least double that of 
940. 

Gordon A. Hughes, chairman of 
he AMA census committee, re- 
orted that his group is serving as 

“clearing house,” channeling 
)usiness opinion to the Census 
sureau. Its recommendations for 
he business and population cen- 
us cover tabulation by metro- 
olitan area rather than central 
‘ity; simplification of forms, and 
\uthoritative advice on other tech- 
ical problems facing census tak- 
rs. 

E. D. Taylor, executive secre- 
ary, Office Equipment Manufac- 
urers Institute, told a session on 
‘Governmental Aids for Sales 
“orecasting” that social security 
lata published by government 


agencies in cooperation with his 
association is proving to be a most 
important aid to individual com- 
panies in 1948 sales planning and 
promotion, setting of quotas, dis- 
tribution of advertising expenses, 
and establishment of new branch 
offices. 

Admitting that social security 
data is not as complete as full 
business censuses, he pointed out, 
nevertheless, that it provides very 
specific current information by 
county for 30,900,000 employes in 
2,250,000 business establishments. 

Later the social security data 
was characterized by Dr. Paul An- 
derson of the market division, Of- 
fice of Domestic Commerce, as a 
“snapshot” of economic activity 


by county. Expressing a hope! 
that funds will be available to 
publish fresh sets of figures from 
social security data each year, Dr. 
Anderson observed, in a paper on 
“The Analysis of the Industrial 
Market and the Identification of 
its parts,” that taken yearly, the 
figures provide “a motion picture 
of economic activity.” 


Plugs Chocolate Drink 


Sheffield Farms Company, New 
York, is placing ads in six New 
York City, 30 local and three 
Jewish newspapers in Connecticut, 
New Jersey and New York to in- 
treduce a chocolate drink. The 
new product also is being pro- 
moted on the NBC Sealtest Jack 
Carson program, heard Thursdays, 


9:30-10 p.m., and “Guess Who” on} utive on foods and beverage ac- 
WOR, New York. The agency is counts. 


N. W. Ayer & Son, Philadelphia. ——___-—_—. 
=a Bobbitt to Rocky Mount 

Medici to Gardner | Julian D. Bobbitt, formerly ac- 

Vincent D. Medici, formerly count executive of Bennett Ad- 
with Rubsam & Horrman Brew- vertising, Inc., High Point, N. C., 
ing Company, Staten Island, and/has been named sales promotion 
Norman D. Waters & Associates, and advertising director of the 
has joined Fred Gardner Com- Rocky Mount Cord Company, 
pany, New York, as account exec- ' Rocky Mount, N. C. 


INDUSTRIAL STAGECRAFT 


: S 
DESIGNERS & PRODUCERS 


SILKSCREEN {counsen CONVENTION 


PRINTING 


FRA. 4260 


window 
DISPLAYS. 


3 DIMENSIONS — i80 W. RANDOLPH ST 


DISPLAYS Snstalted on Time 


Anywhere 


PHONE CHICAGO 


| plant an idea in the right 


ind. 


and you influence many minds 


Touch the right domino and a whole row goes down. So. too. when the 


impulse of an idea is communicated through the right mind. 


As a channel of communication to many right minds FORTUNE has 


a greater opportunity today than ever in its history. Common awareness is 


essential to progress: and FORTUNE’s continuing assignment is to send 


through the vast areaof American Business Enterprise a strong current of 


communication —to report the fiirpose. the problem. the process. the fact 


of Business Enterprise to the right minds in 


industry. science and government. 


It is through these minds also—a 


quarter of a million—that FORTUNE serves 


its advertisers. 
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New study reveals that LIFE 


R the past ten years the Continuing Study of Magazine Audiences 

(CSM) supervised by the Magazine Audience Group* has furnished 
advertisers with up-to-date information about the number of people 
who read the leading weekly magazines. 


Since the family group is such an important purchasing unit, many 
advertisers have asked if LIFE could translate the CSMA individual 
audience figures in terms of family readership. 


So, even before the completion of CSMA No. 9 last fall, the M.A.G, 


Are you concentrating enough of your advertising invest- 
ment in LIFE to cultivate fully the great sales oppor- 
tunity that 36% of the nation’s families represent? 


26,000,000 READERS 
IN 14,950,000 
FAMILIES 


*The Magazine Audience Group is composed of seven of the country’s 
most distinguished market researchers. These specialists de- 
veloped and tested the improved sampling and statistical methods 
used in CSMA. And they supervise the compilation and inter- 
pretation of the results of each study. 


beg 
| res 
| me 
4 
ma 
of 
hp 
| 
‘ 
gh, 
A. ‘ 
| er | 


36% nation’s families 


began work on a family-readership study, using the same thorough 


lences 
nished 


people 


many 


vidual 


L.A.G, 


research techniques. And the first figures are now available as a supple- 


ment to CSMA No. 9. 


They show the following family readership for America’s biggest 
£ £2 


magazine: 


LIFE reaches a total of 14,950,000 families: 36% of all U.S. families 


The following table shows LIFE reading by family size and the number 


of readers per family: 


LIFE FAMILY READING BY FAMILY SIZE 


Persons in Famil LIFE READING Individual LIFE 
Y Readers Family 
(10 Years and Over) Individuals Families Per Family Coverage 
FIVE OR MORE 
f PERSON 3,650,000 1,500,000 2.4 46% 
FAMILIES 
FOUR PERSON 
Jl 4 
4,850,000 2,300,000 2 8% 
THREE PERSON 
3 
ay FAMILIES 6,250,000 3,300,000 19 9% 
TWO PERSON 
‘900,000 1.5 34 
FAMILIES 10,300,000 6 % 
| SINGLE PERSON 
950,000 
| FAMILIES 
| 
TOTAL INCLUDING 
| 26,000,000 14,950,000 1.7 36 
| ONE PERSON FAMILIES To 
TOTAL EXCLUDING 
25,050,000 14,000,000 1.8 38 
ONE PERSON FAMILIES | To 
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Caribcraft to Houck 


Houck & Co. of Florida, Inc., 
Miami, has been named to handle 
the advertising of Caribcraft, Port- 
au-Prince, Haiti, manufacturer of 
mahogany native handcraft. Maga- 
zines and direct mail will be used. 


Dymond Joins K&E 
George P. Dymond, formerly 
with McConnell, Eastman & Co., 


Opens Vancouver Branch 


| 


has joined the Toronto office of | 
Kenyon & Eckhardt as a copy-/| son Toler Company, Chicago, pub- 


writer. 


‘lisher of Amusement Center, 


Stevenson & Scott, Montreal and 
Toronto, has opened a branch of- 
fice at 402 W. Pender St., Van- 
couver, B. C. Roy A. Hunter, 
British Columbia representative 
of the agency, has been appoint- 
ed a director and manager of the | 
new office. 


Bedore Joins Toler 


| manager, 
| pany of Canada, and H. T. Mar-| fice of Spitzer & Mills, has been’ 
_key, advertising manager, Domin-| named manager of the agency’s| 


Roy P. Bedore has joined Harri- | ion Textile Company, have been} Vancouver office. He 


midwest sales and editorial repre- 
sentative for the Bowling & Bil- 
liards and Sports & Pastimes edi- 
tions of the new publication, 
which will appear in September 
(AA, May 31). 


Name ACA Directors 


C. Scrivener, advertising 
Bell Telephone Com- 


elected directors of the Associa- 
tion of Canadian Advertisers, To- 


U - 


2 
ronto. Mr. Scrivener fills the 

vacancy caused by the death of Station F 

D. E. Bankart of Northern Elec- | 

tric Company, and Mr. Markey | 


xpansion 
tz, unis! Threat fo All 


resigned. = 
| 


i 
Vatcher Transferred R d Sh 
Ted Vatcher, in the Toronto of- | a 10: ouse 
CINCINNATI—The political pre:- 


; succeeds| sure and the pressure from se 
|Ken Davidson, who has joined! manufacturers who hoped to make t 


"The Indian with the Air Gonditioned Wigwam 


@ Old Chief Logan, who works full time as our Chilli- 
cothe trade mark, is pretty proud of his air-conditioned 


workroom. 


It’s not because changes im—weather bother him per- 


sonally. 


It’s because 


helps make the 


paper he represents just about perfect for truly fine 


printing. 


Closely controlled temperature and humidity in 


Chillicothe’s processing rooms 
moisture content in Chillicothe 


uts the “just right” 
fiset. Then it’s sealed 


in with protective wrapper and shipped to your printer, 


ready for the press. 


Chillicothe Papers invite realistic reproduction with- 
out exacting a premium in printer's skill. 


THE CHILLIC 


& 


Increased production capacity is providing Chilli- 
cothe quality for more users, Keep asking for it. 


Cockfield, Brown & Co. | 50,000,000 AM receiving sets ob- 

| solete, has changed the broadcas'- 
ing industry from one of 900 AM 
stations to one in which 3,200 AM " 
,and FM stations now exist, with a 


consequently “extremely danger- 

ous situation” for the American 

broadcasting system, James PD 

| Shouse, president, Crosley Broac- = 

casting Corporation, charged at M 

the Advertising Federation of Yc 

| America meeting here Monday. inc 
“With three and a half times as ad 

/many broadcasters competing for pa 

approximately the same numbe: 14 


| of dollars,” Mr. Shouse asserted, 
“there is grave danger that stand- 
ards will be lowered regardless o! | 


any voluntary code of ethics.” The 


scramble for economic survival, D 
he said, in turn poses the danger 

of stricter government regula- 0} 
tions. 

“As citizens, as distinguished 
‘from advertising men,” he said, vel 
“you might well consider that in dai 
the expenditure of your appro- las 
| priations, locally, you might take sta 
-care that you are not helping to for 
‘finance stations whose standards all 
| threaten, because of competitive , 
‘factors, the essential quality of | by 
America’s free system of broad- me 
| casting.” of 

Newspapers Into Video “4 

Turning to television, M: Co 
| Shouse asserted that there is a 
vital battle for survival in this ti. 
field between existing broadcast- hes 
ers, newspapers and the movie in- St. 
dustry. The characteristics of Pre 
radio which kept it from com- ris, 
peting too severely with newspa- / 
| pers, especially for: retail adver- the 
tising, do not apply to television, int 
he said. As a consequence, news- “fo 
|} papers are moving rapidly into sca 
television in an attempt to protect ene 
themselves, and as of June 9, por 
almost half of the TV stations li- a 
censed or for which applications anc 
have been filed, are owned or con- tion 


trolled by newspapers. 

The threat from the movie in- 
dustry is equally potent, he said, 7 
pointing out that M-G-M alone cla 
'“handles more money” than the § to; 
four major networks combined, or ing 
probably than all the 50,000-watt ket 
stations combined. And the es- zor 


LOGAN AND ADENA 


CHAMOIS TEXT 


Maker of a distinctive line of fine papers for many uses, including 
such distinguished stocks as 


GREETING CARD PAPETERIES 


—~ask us about them 


HE, OHIO 


wake he 


HE PAPER CO. 


sence of television development is roa 

large sums of money in addition I 

to the necessary skills, he de- clu 

clared. shi 

Two great advances will prob- cor 

ably stem from television, Mr cor 

Shouse said. The first is the pro- em 

vision of a suitable advertising cili 

medium for certain types of prod- she 

ucts which cafmot be adequate!) wh 

OFFSET AND BOOK advertised in existing media, be- § foo 
cause of the difficulty of making an 

CHILLOTINTS their use or application clear. Th: tur 
second he visualizes as a “consoli- anc 

dating, rather than a disintegrat- on 

ing force” for family and hon fac 

life. anc 

Boosts Ad Rates ae 


The Journal of Chemical Edi - 


| cation, New York, will increase i's Fe 
advertising rates approximate 
10%, effective July, 1948. A fu pre 
page on a one time basis will ii - atin 
crease from $120 to $130. Co - Po 


tracts now in force’or receiv anc 
before July 1 will be honored ace 
the old rates for all insertio! for 
through December, 1948. Circul: - ten 
tion as of March, 1948, was 7,9° We 
Logan Transferred El 
| Guy Logan, for the past |! N 
years in the Chicago office of Mo: - pre 
sen - Chicago, typographer, his Bai 
been named manager of the Lis 008 
| Angeles branch. ver 
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MAGNET—Universal Laboratories, New | 
York, is introducing Beauty in the Morn- | 
ing, complexion care item, with these 
ads in New York and Chicago news- | 
papers plus The New Yorker (AA, June 
14). The agency is Cole & Chason, New 


York. 


Standard Market 
Data Form Urged 
on U. S. Dailies 


New YorK—The Bureau of Ad- 
vertising, ANPA, mailed to every | 
daily newspaper in the country 
last week a pilot model for a 
standard market and media data 
form—with the request that they 
all adopt it. 

The form was developed jointly | 
by the bureau’s research depart- 
ment, the newspaper committee 
of the American Association of 
Advertising Agencies, headed by 
H. H. Kynett of Aitkin-Kynett 
Company, and the research com- 
mittee of the Newspaper Adver- 
tising Executives Association, 
headed in 1947 by John F. Lewis, 
St. Paul Dispatch and _ Pioneer 
Press and in 1948 by Russell Har- 
ris, Buffalo Courier-Express. 

Alfred B. Stanford, director of 
the bureau, said that the form is 
intended to provide advertisers, 
“for the first time on a national 
scale . . . with market data to 
enable them to evaluate sales op- 
portunities, market by market, on 
a basis of reasonably complete 
and strictly comparable informa- 
tion.” 


25 Classifications 


The form includes 25 basic 
classifications of data, in addition 
to a prescribed form of map show- 
ing the boundaries of each mar- 
ket’s ABC retail trading zone, city 
zone, city lines and principal rail- 
road and water transport routes. 

Main categories of data in- 
clude: population; home owner- 
ship and home equipment: home 
construction, bank deposits, in- 
come tax returns and retail sales; 
employment data; educational fa- 
cilities; parks, clubs and churches; 
shopping days; theaters; retail and 
wholesale trade by industries; 
food, drug and department stores 
and wholesale outlets; manufac- 
turing data; real estate valuations 
and assessments; agricultural data 
on retail trading zone; transport 
facilities; post office data: banking 
and loan facilities; public utilities: 
climatic data, and a summary on 
standards of living. 


Form Nash & Vamplew 


Claude Nash, formerly vice- 
president and director of the cre- 
ative department of Alford R. 
Poyntz Advertising Ltd., Toronto, 
and Thomas Vamplew, formerly 
account executive at Povntz, have 
formed Nash & Vamplew, with 
temporary offices at 24 Bloor St. 
West, Toronto. 


Ellis Elects Brick 

Maurice J. Brick, assistant vice- 
president of the Niagara National 
Bank, has been elected to the 
Doard of directors of Ellis Ad- 
vertising Company, Buffalo. 


New Calculators 
Figure Salaries 
of Salespeople 


Dayton, O.—Frigidaire divi- 


sion of General Motors has intro- | 


duced a simplified method of cal- 
culating sales compensation for 
employes of commercial refrigera- 
tion and air conditioning dealers. 

Based on two ingenious circular 
calculating devices, known as the 
Frigidaire commercial sales com- 
pensation selector and the sales 
evaluator, the gadgets make it 
possible for a dealer and salesman 
to calculate maximum and mini- 
mum commissions, with due re- 
gard for sales costs. 

Once a dealer and his salesman 


have agreed on the per cent of 
gross profit to be given the sales- 
man, the calculators show weekly 
salary commissions, quarterly and 
yearly bonuses and anticipated an- 
nual earnings. 

More than 90% of the dealers 
to whom the company has pre- 
sented the device have accepted 
it enthusiastically, Frigidaire re- 
ports. 


GM Reorganizes 
Grocery Division 

The grocery products sales or- 
ganization of General Mills, which 
has been directed from Chicago as 
the central division, has been split 
into two units. P. S. Joyce, who 
has served as assistant to the di- 
visional grocery products manager 
in Chicago, has been named to 


head the new west central di- 
vision. E. H. Martin, division 
vice-president who has directed 
grocery products sales under the 
old division plan, has been ap- 
pointed head of the new east cen- 
tral division. 

Headquarters of the two di- 
visions will be in Chicago. 


Wagner Appoints Bixby 

R. A. Bixby has been appointed 
advertising manager of Wagner 
Awning & Mfg. Company, Cleve- 
land. He has been serving as 
supervisor of the company’s 
branches. The company has 
named Gregory & House, Cleve- 
land, as its advertising agency. 
Howe Appoints Foster 

G. P. Foster has been named 
sales promotion manager of Howe 
Scale Company, Rutland, Vt. 


At the 1948 National Home Show, a cross-section survey 
of women showed that 22% more preferred Herald Tribune 
food news to that of any other New York newspaper. 

This is hardly surprising. The Herald Tribune leads all 
New York newspapers in Editorial Food Linage with a 
total of 81,127 lines for the first 4 months of 1948. 


Market wise food advertisers have long taken advantage 
of the Herald Tribune’s great R-P* among brand-loyal 
readers...the fact that its circulation is so closely 
balanced with distribution of food store sales. Nearly 
one billion dollars was spent by Herald Tribune 
Readers in 1947 on home-cooked foods alone! 


Smart food merchandisers know that their advertising 
pays off best in the favorite newspaper of America’s 
richest Metropolitan and Suburban Market. 
Write today for the Herald Tribune 
Continuing Home Study on Groceries. 
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Pleads for Unification 


of Advertising and PR 


‘Separatist’ Moves 
Called Dangerous 
for All Concerned 


By HENRY OBERMEYER 


Director of Advertising, Consoli- 
dated Edison Company of 
New York 


As I hope to persuade you that 
there is no rhyme or logic in the 
mutual exclusion of the advertis- 
ing and public relations functions, 
I shall not enter into any contro- 
versy as to their respective merits 
or shortcomings. Instead, I should 
like to quote authorities as evi- 
dence that I am not setting up a} 
straw man merely for the sake of | 
knocking him down. 

So, I quote, first from the direc- 
tor of public relations of one of 
America’s great midwest corpora- 
tions: 

“We (of the public relations 
fraternity) cannot make the broad 
claims to which the public has 
grown accustomed in the field of 
product advertising. .. Others 
may exaggerate and over-sell. We 
dare not.” 

From the vice - president 
charge of public relations of a| 
large eastern corporation: 

“The two departments (adver-| 
tising and public relations) should | 
be kept separate, because the min-| 
ute we have more goods to sell, | 
the advertising man will be right} 
on top again.” 

From the public relations ex- 
ecutive of a leading trade associa- 
tion: 

“We must continue to make a} 
distinction between advertising | 
that is designed to sell products | 
and advertising that is designed) 
to sell basic ideas.” 


On the Other Hand... 


And now, on the other side of! 
the fence, from the fcunder, but) 
no longer associate, of a great ad- 
vertising agency, who tells how he| 
left “conventional” advertising and 
went into conventional “human” 
relations because of what he con- 
ceives to be “a fundamental 
change taking place in American 
business .. . from the old ‘let the 
buyer beware’ position, or psy- 
chology of the rattlesnake oil 
merchandising, into a more re- 
sponsible attitude.”’ 

And from the present head of 
another great agency: 

“I do not feel that it is good for 
our own public relations to try to 
deal with media at the editorial 
level, when our business requires 
us to deal with them at the com- 
mercial level.” 


Disagrees with Thesis 


I am in violent dissent from all 
of the views that have just been 
expressed. Let me give you my 
reasons: 

First, because I believe that 
public relations and advertising. 
are twin aspects of the art of mass 
or group persuasion. Those who 
speak of differences are thinking 
only of techniques, and certainly 
neither the advertising man nor 
the public relations practitioner 
has ever been diffident about de- 
vising new and better means to 
serve the ends of his calling. 

Second, because—though I have 
nothing but admiration and pride 
for the job that is being done by 
the qualified public relations spe- 
cialists—I hate to see the special 
talents that have been developed 
through advertising being thwart- 
ed, stunted and neglected by their 
own possessors when they are so 
obviously and ideally suited to the 
many related tasks of informing, 
persuading, and combatting ignor- 


in | 


ance or malice, through every 


available means. 
Confusion Is Result 


Lastly, because I feel that nei-| 


ther industry nor the public is be- 


ing well served by what is so os-| 


tentatiously proclaimed as oppos- 
ing viewpoints 
urgently needs 
uniformity. 
of public confidence through cer- 
tain much publicized abuses in 
advertising, a closer approach to 


the ideal of public relations may | 


be a healthy corrective. And if 
public relations wishes to be re- 
lieved of some of the onus of so- 
called “propaganda,” the _ terse, 


in a matter that) 
consistency and)! 
If we suffer a loss) 


experience which they have 
gained in the selling of goods and 
services. 

And if I were talking to public 
relations men, I would say ‘the 
same in reverse. Learn to know 
and respect the techniques of ad- 
vertising, study the media, apply 
the lessons, and you, too, will for- 
get your ivory tower, your water- 


twain should meet. But somehow 
the marriage got consummated 
when it was discovered that time, 
like space, could also be commis- 
sionable. 

It remains now only to harness 
the tides of public opinion. . . 


Specialization OK, But— 


I know that advertising agencies 
frequently recommend independ- 
ent public relations counsel to 
their clients, though, I sometimes 
suspect, with a gesture not unlike 
And 
I understand that public relations 
firms have been known to urge 
and use the tools of advertising, 
and have even initiated themes of 
product advertising campaigns. 

Specialization, as I have said, is 
desirable and necessary so long as 
it also includes cooperation and 
coordination in meeting the varied 
|and complex problems that con- 
stantly arise in the relations be- 


late isolation. 


good advertising man. 

The future of both professions, 
if there really are two, may be 
staked on this reciprocal approach 
to a common target. 

But even more at stake, I be- 
| lieve, is the future of advertising 
itself. 

More Than Selling Goods 

I am much in favor of such ac- 

| tivities as are being undertaken 


|by the Advertising Federation in 
|its program of selling the social 


|that of washing the hands. 


Provocative in the extreme is the concept of 


the oneness of public relations 


ing voiced by Henry Obermeyer at the AFA 
last week and pre- 


meeting in Cincinnati 
sented here in nearly full tect. 
authority over these functions, 


only lead to “a public befuddled,” and to con- 


fusion all along the line. 


and economic benefits of advertis- 
ing to our people, and in its pro- 
/mulgation of an advertising code 
of principles. 

But—advertising cannot be sold. 
Advertising must sell itself. Every 
single piece of advertising copy, 
whether it be for the eye or the 
ear, must bear within it the seeds 
of confidence, the ring of truth, 
which is fully as important as the 
literal truth itself. 

Advertising that merely moves 


and advertis- 


Separation of 
he says, can 


factual, down-to-earthiness of 


possible remedy. 

Anything less, 
can only mean duplication of ef- 
fort, lack of coordination, and 
ultimate confusion to all con- 
cerned. I do not believe, for ex- 
ample, that it is possible to main- 
tain a consistent corporate char- 
acter when one voice and set of 
ideas is directed to the consumer, 
another to the worker, another to 
the stockholder, and so on into 
every specialized segment of our 
society. Instead of “the public be 
damned” we shall have only the 
public befuddled. And is it any 
wonder? 

Once you accept the theory of 


| separatism — and this should not 


be taken as opposition to a 
healthy, necessary and even some- 
times competitive specialization— 
once you grant the concept of the 


| separation of functions in the field 


of mass communication, there is 
no limit to the Babel of spokes- 


men’s voices that may be pro- 
|duced. Quite recently there has 
been observed another tendency 


to segregate that aspect of public 
relations and advertising which 
borders on the province of indus- 
trial relations. Everybody wants to 
get into the act. And not only that, 
they usually want exclusive bill- 
ing as well. . . 


Compensation a Problem 

My only experience of the 
agency business thus far has been 
derived as a client, but I hazard 
the guess that one of the principal 
reasons why many agencies have 
fought shy of assuming any re- 
sponsibility whatever for the pub- 
lic relations requirements of their 
clients—on the ground or excuse 
that it was a specialized publicity 
function—is that no*adequate or 
acceptable method has yet been 
found to compensate for the addi- 
tional overhead. 

The reason usually given, that 
public relations requires a totally 
different viewpoint from that of 
advertising, in my opinion com- 
pletely misconceives the function 
of both. Certainly, survey organ- 
izations carry on equally well in 
the fields of opinion and market 
research. But here, of course, 
there is no problem of the kind of 
remuneration. 

Many of you will recall the days 
of the infancy of commercial 
broadcasting, how it was said 
that show business was no busi- 
ness for advertising and never the 


in my opinion, 


|goods is not enough in this day 
| tween industry and its frequently | and age. It must also move 


good advertising may be the best! over-lapping groups of consumers, | hearts and minds and the spirit 


/employes and investors. 


men. 
Nor is there anything funda- And, by this, I don’t mean nec- 
|mentally wrong in the distinction essarily something special and 


between what is news and what 
is advertising, even though that 
'distinction be largely artificial so 
far as subject matter is con- 


|apart which we may define as 
“public service’ advertising, 
though this, too, has its place. I 
|mean the same hard-hitting com- 
cerned. she a | petitive copy that has always 

It = not important whether the made sales curves rise and quotas 
advertising man or his agent with a difference. 
siders it his immediate job to 
handle publicity—which is only a A Meeting of the Ways 
single and even minor aspect of ‘This difference, this added in- 
public relations—any more than it gredient—call it by another name if 
is important whether he operates you like—is what I mean by pub- 
his own market research organi- jjic relations. For what else has 
zation, his own motion picture de- public relations ever meant but 
partment, or his own typograph- the building of public confidence 
ical plant. and faith, whether it be in a man 

or a government, an institution or 
a product? 

So, I should like to think, we 
arrive, not at the parting, but at 
a meeting of the ways. And I 
would end, not on a forensic note, 
but with an observation intensely 
practical. 

To the advertising man—agent 
or manager—this message: there 
may be—there are—opportunities 
in public relations as yet un- 
dreamed of in our philosophy— 
opportunities, on the one hand, 
for an extension of advertising 
into new fields of public persua- 
sion that will serve perhaps to 
render this vocation of ours some- 
what less volatile, to give it added 
stability in periods of sales reces- 
sion. 

And on the other hand, oppor- 
tunities to help fulfill that dream 
of every advertising man to sit 
close to the great white throne of 
top management where policy de- 
cisions are on a two-way street. 

Is advertising losing out? The 


Responsibility of Adman 


A public relations department 
in the limited sense of publicity 
may well be an uneconomic ad- 
junct to the services which clients 
‘have been taught to expect, and 
competition among agencies on 
such a basis might easily prove 
destructive to the present status. 
I am not necessarily suggesting 
anything of the sort. 

What is important, it seems to 
me, is that the advertising man 
recognize his responsibility for the 
coordination and, if need be, di- 
rection of all the opinion-forming 
elements, and that he bring these 
to bear on improving the effec- 
tiveness and broadening the in- 
fluence of advertising itself. 

Heaven knows, we need more 
public relations in product ad- 
vertising, and the trend is strong 
toward advertising of a public re- 
lations character. 

The only question is who is go- 
ing to do what. 


Ready to Be Relegated? 


It has been said and never de- 
nied, so far as I know, that ad- 
vertising is a part of public rela- 
tions considered in the broad 
sense. I never thought of the im- 
plications of this, however, until 
one of my friends who has some 
standing in what he likes to call 
the newest profession startled me 
by remarking that “advertising is 
selling at the merchandise level, 
and public relations is to counsel 
and serve at the policy level.” 

Is advertising prepared to rele- 
gate itself to this position? 

My plea to advertising men, 


own hands. The danger is only 
if we allow ourselves to lose our 
best hope by default. 


Selmer Names Barrett 


W. E. Barrett, formerly assist- 
ant production manager in charge 
of all advertising printing of En- 
cyclopedia Britannica, Inc., has 


Elkhart, Ind. 


Schedule Food Show 


The Continental Convention & 
Show Management and the Min- 
neapolis Retail Grocers Associa- 
tion have scheduled a national 
food show to be held in the Min-'! 
neapolis Auditorium Sept. 11-19. | 


therefore, is to acquire the concept 
of public relations and let it color 
with new value and dignity the 


tight compartment, your immacu-| 
You might, if you! 
work at it, even become a darn 


answer, I truly believe, is in our} 


been named assistant advertising | 
manager of H. & A. Selmer, Inc., | 


STOPPER—After ten years of develop. 
ment and product testing, Brumard 
Products, Chicago, is offering illumi. 
nated, color-transparent panels on its 
unique stop-go flasher to national ad 
vertisers. The company has lined up 
some 11,000 large chain grocery stores 
for installations. 


Brumard Unveils 
Point-of-Sale 
Eye-Catcher 


Cuicaco — Three times in as 
|many minutes, ladies who would 
jhave passed the coffee display in 
'a grocery store here were at- 
|tracted by Rea M. Bruner’s new 
stop-and-go point-of-purchase de- 
vice, reached out and put a pound 
of coffee in their market basket. 

Behind that incident, and the 
1,000 new point-of-sale devices, 
available to advertisers in as 
many midwestern grocery stores, 
are 10 years of development, test- 
ing, refinement and re-testing, and 
the investment of almost $100,000. 

Rea Bruner got the idea for the 
gadget back in San _ Antonio, 


' worked it out and brought it north 


to the cities heavily populated 
with agencies, where he perfected 
the stop-go ad signal. The signal 
stands at eye level and flashes a 
red and green light every few 
seconds. As the red-green signals 
change, the top portion, composed 
of color-transparent ad messages 
also flashes. 


$12.50 Per Month 


The signals are installed by con- 
tract with store owners and of- 
fered to advertisers in blocks on 
a single billing. Located at peak 
traffic points in the stores, the 
panels are rented for $12.50 per 
month or $150 per year. Messages 
can be changed as frequently as 
the advertiser desires during the 
contract period. 


To date, the stop-go idea has 


been successfully tested in gro- 
cery, drug and cigar stores, and 
service stations, restaurants and 
railroad stations. Brumard Prod- 
ucts, Inc., which manufactures 
and operates the flashers, is now 
completing negotiations for in- 
stalling the signals in an addi- 
tional 10,000 grocery outlets. 

The company is located at 1 N 
LaSalle St. here. 


Hamilton Adwomen Elect 


The Women’s Advertising an 
Sales Club of Hamilton, Ont., ha 
elected Florence Yeager, in charg‘ 
of advertising of National Pape! 
Goods Ltd., as its president 
Others elected are: Vice-presi 
dent, June Brown, C. J. Eames : 
Son; recording secretary, Jea’ 
Hall, Scott Paint & Wallpape 
Company; corresponding _ secre 
tary, Kay Arklie, Appleford Pape 
Products, and treasurer, Emil 
Griffith. 


Hammermill Ups Three 


John D. Zink, of Hammerm! 
Paper Company, Erie, Pa., ha 
been promoted to vice-preside: 
and director of merchandising. / 
Ellis Frampton, assistant secr‘ 
tary, has been named manager 


advertising and sales develo} 
ment, while Grant Richardson hi 
been appointed assistant 


president and manager of. sales. 
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Proprietary Group 
Decries ‘Unfair 
Handling’ of Ads 


WASHINGTON — The Proprietary | 
Association of America, repre- 
enting the makers of approxi- 
nately 80% of the packaged medi- 
‘ines produced in this country, 
said last week it is considering | 
steps to “rectify” what it con-| 
siders unfair handling of medi-| 
cinal ads by a large percentage of 
the newspapers of the country. 

Dr. F. J. Cullen, the Proprietary 
Association’s executive vice-presi- 
dent, said a survey by the asso- 
ciation’s advertising committee re- 
vealed widespread discrimination 
in the form of bad position, and 
in many cases the piling of five 
or six to as many as 15 proprie-| 
tary ads on a single page. 

Discontent among proprietary | 
advertisers was expressed by Wil- 
liam Resor, vice-president of J. 
Walter Thompson Company, and | 
chairman of the Proprietary As-| 
sociation’s advertising 


Eight Out of Fifty 


Among 50 representative news- 
papers, Mr. Resor said, only eight 
are giving proprietary medicine 
advertising “what I think you or 
I would consider a fair position.” 

Noting that ad costs in news- 
papers and magazines are up 30%, 
and that medicinal ads “are prob- 
ably one of the most, if not the 
most, profitable revenue news- 
papers have,” Mr. Resor said that 
a list of the papers “that are in 
the habit of burying our ads com- 
pletely” is available or would be. 
made available to the association. | 

Mr. Resor praised the Proprie- 
tary Association for its work in 
raising the ethical level of drug 
ads. He suggested that the efforts 
of self regulation by Dr. Cullen 
and his associates averted the kind 
of stringent government regula- 
tion of proprietary medicine ad- 
vertising recently evoked in Eng- 
land. 


Are ‘On a Par’ 


According to Mr. Resor, Pro- 
prietary Association ads are “cer- 
tainly on a par and above the 
advertising in some other indus- 
tries.” He singled out cigarets as 
one industry where there is some 
room for criticism. | 

J. Walter Thompson Company 
presently has no cigaret accounts. 
Formerly, however, it handled 
Old Gold for several years in the 
early °40s. 

He also asserted that “a battle 
royal” in the soap field has led 
to methods “which have never 
been used by the Proprietary As- 
sociation.” 

(J. Walter Thompson handles 
Lux and Lux toilet soap for Lever 
Brothers.) 


Encounter Restrictions 


He estimated that 95% of the 
proprietary ads in newspapers, 
Magazines and radio “are very 
egitimate and very fair.” (55.8% | 
if the ads questioned by FTC dur-| 
ing 12 months ending June 30, 
1947, were in the drug field.) 

Nevertheless, the Proprietary 
Association acknowledged that 
“borderline” ads from some me- 
dicinal outfits—many of them not 
members of the association—were 
encountering stricter copy stand- 
ards in press and radio. 

About a half dozen of the na- 
tion’s largest newspapers, includ- 
ing the New York Times, accept 
no proprietary ads. Others, and 
particularly radio stations, are en- 
foreing continuity restrictions 
which bar ads of questionable 
nature, 


gan, Richard A. Foley Advertis- 
ing Agency; C. Burt Oliver, Foote, 
Cone & Belding. 

Also: Arthur Pryor Jr., 


NIAA Chapter Formed, 
Bagby Elected Head 


The newly-formed Dallas- 


Four A’s Names 
Radio-TV Group 


Bat- 


| O'Neill Opens Office 


Wesley R-M O'Neill, former 
publicity and social director of the 
Bellevue - Stratford and Warwick 


J. Neal Ferguson, president, J. This group, which was set up serve as secretar oe po 
Neal Ferguson Advertising/to “deal with talent and supplier | That Fellow Sott 
Agency, 2nd vice-president; Ken-| relations in the radio and tele- 

/neth McCain, advertising man-| vision fields,” replaces the old) Altman Promoted sound! 

ager, Briggs-Weaver Machinery | committee on radio broadcasting Special or regular assign- 

Company, secretary; James C.) gostt id Harold Altman, plant manager, |. Spence" and 
McMains, vice-president, Mc-|* °%* CO! presi ent of Schwim- has been appointed sales manager | Leo P. Bott, Jr. 

Mains, Inc., advertising, treasurer.|™¢€" & Scott, Chicago, is vice-| of Royal Crown of Rochester, ‘ated 64 E. Jackson $\ CHICAGO 

The council is the 28th chapter, | Chairman. | Rochester, N. Y. 

second in the South, and will meet! Other members: Leonard T.| 


Southwest Industrial ane New York—Walter Craig, vice- ten, Barton, Durstine & Osborn; | hotels, Philadelphia, and assistant 
Bagby, executive vice-president of | President of Benton & Bowles, has|C. A. Robertson Jr., Ralph H.| manager in charge of public rela~ 
Leche & Leche, Dallas agency, as|been named chairman of the Jones Company; Chester Mc- tions of the Hotel Drake, New 
president. newly formed radio and television CT@cken, Doherty, Clifford | Yost has 
. .| relations offic 
Other officers include: E. J.| production committee of the Shenfield; Allen Wallace, Need New York 
Whetzle, advertising manager of ham, Louis & Brorby; S. L. P 


| American Association of Advertis- 
ing Agencies. 


Weaver, Young & Rubicam. Ken-| 
|neth Godfrey of the Four A’s will 


International Derrick & Equip- 
ment Company, lst vice-president; 


Bush, Compton Advertising; Leon- | 
|ard Erickson, Kenyon & Eckhardt; 


Beardmore Babcock | | Holman Faust, Mitchell-Faust Ad- 


Beardmore Products, Inc., East | |vertising Company; T. F. Har 


ton, Ted Bates, Inc.; Henry 
Rutherford, N. J., has purchased ring Lae 
the A. P. Babcock Company, per- | Legler, Warwick & Legler; Paul 


fumer of East Rutherford, manu- | Louis, D’Arcy Advertising Com-| 


facturer of bubble bath and tal-| pany; Ezra McIntosh, J. Walter 547 SOUTH WABASH 6284 
jeum powder. |Thompson Company; A. E. Mor- 


Detroit women’s wear stores 


placing 79.6% all women’s wear 
store linage Detroit newspapers gave 
the Free Press the major portion 
their advertising (1,319,196 lines 
1947). Largest evening news- 
paper gets 1,268,548 lines 38.9%. 
During the last six years (1942-1947 
inclusive) the Free Press carried more 
women’s wear store advertising than 
any other Detroit 


monthly. 


for quality 
photo 


LAURENCE, ING. 


**The Detroit News carried 92,470 more lines women’s 
wear store advertising than The Free Press in 1947. This 
was due to severe newsprint shortages early in the year. 


Free 


JOHN S. KNIGHT, PUBLISHER 
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Adclub Elects Philbin: 


Meeting at Ponte Vedra 


Hugh F. Philbin, of Philbin, 
Wrangell & Coine, Jacksonville, 
Fla., has been elected president -¢ 
the Jacksonville Advertising Clu 


He is also lieutenant governor “ot | 


the 4th District, AFA (Florida). 
Jack Jones, public relations direc- | 
tor of 
Company, was reelected secretary, 
and Marshall T. Respess, head of 
an engraving firm bearing his 
name, was reelected treasurer. 


The annual meeting of the 4th 
District of the Advertising Fed-. 


eration of America has been sched- 
uled for Ponte Vedra Beach, 
Oct. 1-3. 


Dow to Clark & Rickerd 


John Dow, formerly with Wolfe- 
Jickling-Dow & Conkey, which he 
helped organize in 1932, has been 
appointed vice-president and cre- 
ative director of Clark & Rickerd, 
Detroit. The agency has been 


named to direct the advertising of | 
Peninsular Paper Company, Ypsi- | 


lanti, and Wheel Trueing Com-.| 
pany, Detroit. 


180, 523 


presidents 
Say wih cash 
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The book 
The 
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the Jacksonville Coach | 


| paper ads, and data on whether or 


U.S. Steel Movie 
Finds Trade Press 


Excellent Medium 


Film Offers Evidence 
That Business Paper 
Ads Do Their Job 


BALTIMORE—United States Steel | 
Corporation’s new film on “The | 
Effectiveness of Trade Paper Ad- | 
vertising” received an enthusiastic | 
endorsement at the annual meet- 
ing of the National Industrial Ad- 
vertisers Association here last | 
week. 

Designed to educate financial | 
management and salesmen of sub- | 
sidiary “eontract” companies on) 
how advertising fits into the 
scheme of selling, the film offers | 
facts on the extent of business pa- | 
| per subscriptions, the attitude of | 
USS customers toward business | 


not the ads do the job for which 
they are designed. 


Five Steps to a Sale 


A staccato narrative points out 
the fact that there are five steps 
which must be taken to consum- 
mate a sale. They are: 

1. Contact the people who di- 
|rectly or indirectly control the 
buying. 

2. Arouse interest in the prod- 
uct. 

3. Create 
product. 

4. Present a specific proposal, 
applying the product to the pros- 
pect’s problems, and 

5. Close the order. 

“Today,” .the film explains, “in 
keeping with the fast-moving 
tempo of modern business, sales 
management uses advertising to 
help accomplish the first three 
steps, thus permitting the sales- 
man to concentrate his specialized 
efforts on steps four and five.’ 


preference for the 


Positive Contributions 


The use of advertising as a tool, 
says U. S. Steel, shculd not be 
based on general acceptance, but 
rather on the specific contribution 
that advertising can make to the 


attainment of sales and manage- 
ment objectives. And the motion 
picture presents a rigorous argu- 


ment affirming the positive con- 


EVERYDAY 


OVER 500,000 FAMILIES 


READ AN OHIO SELECT LIST NEWSPAPER 


And remember, each family’s buying is based 


on the persuasive advertising carried in_ its 
To reach this half of Ohio. 
you must advertise locally and that means in 


local newspaper. 


the 49 newspapers of the Ohio Select List. 
is Ohio’s fastést growing market 
increase in the last eight years. 
big returns on your advertising dollars, 


This 

over 30% 
If you want 
put 


them in this fast-growing market. 


SELECT LIST 
NEWSPAPERS 


HOW ADVERTISING FITS—uU. S. Steel's sound slide film on." 


Trade Paper Advertising” shows (top) 


Effectiveness of 
how advertising fits into the scheme of 


selling, and (below) how its customers have had a large turnover among top 
executives in the past six years, which means that the principal burden of con- 
tact falls on business paper advertising. 


tributions of advertising. 

For several years, the major 
portion of the budgets of U. S. 
Steel subsidiaries has been as- 
signed to business paper adver- 
tising, with current ads running 
in some 150 industrial publications. 
It is a sizable program, according 
to the movie, and top manage- 
ment in steel subsidiaries are en- 
titled to know whether the ex- 
penditures are bringing commen- 
surate returns, the film asserts. 


The first statistics offered by 
George Schreiner, U. S. Steel 
advertising manager, who pro- 


duced the film in conjunction with 
Batten, Barton, Durstine & Os- 
born, Pittsburgh, support his con- 
tention that advertising reaches 
a passing parade. The organization 
chart shows that there has been 
a 40% executive turnover in the 
past six years. 
Business Paper Burden 

“The people we educate to pre- 
fer our products don’t stay put... 
Our salesmen don’t know them... 
They aren’t on cur mailing lists 

and yet they are important 
to us,” the film asserts. “The 
principal burden, therefore, falls 
on business paper advertising, 
particularly with reference to the 
problem of contact.” 

The problem of contact poses 
three basic questions, directly re- 
lated to the first three steps in 
selling, which are: 

1. Do the people who buy or 
influence the buying of our prod- 
ucts subscribe to and read indus- 


| trial magazines? In short, do busi- 


ness papers cffer a point of con- 
tact with our customers and pros- 
pects? 


2. Do they both see and read | 
does | 


most advertisements? That is, 
our advertising have a chance to 


| arouse their interest? 
see and read our 
they show | 


3. Do they 
advertisements? Will 
enough interest in what we have 
to say, so that we can create pref- 
erence for our products? 


Effectiveness Can Be Shown 


If the answer to all these ques- 
tions is “yes,”’ backed by factual 
proof, then the effectiveness of in- 
dustrial magazine advertising can 
be demonstrated concretely. 

To obtain the evidence recorded 
in the film, Mr. Schreiner asked 


executives of 11 U. S. Steel sub- | 


sidiaries to submit a list of three 
customers, small, medium and 
large, with the names of three per- 
sons in each company 
the salesmen call. Major business 
papers carrying U. S. Steel ads 
supplied the names of their sub- 


on whom | 


|seribers in each of the 33 com- 
panies for a cross check. 


The results showed that all but | 


two of the 105 direct sales contacts 
in the 33 companies held persona! 
subscriptions. More important, 
those same magazines reached a 
total of 1,955 people in the com- 
panies. And the subscribers usu- 
ally included the president, vice- 
president and other top executives, 
who obviously have an influence 
on purchases, in addition to pur- 
chasing executives. 


Do They Read Publications? 


Concede then, the film 
that the customers 
the publications. 
tion is, do they read them? In 
answer, the movie presents spe- 
cific examples of how the briefest 
editorial mention of new booklets 


argues, 
subscribe to 


issued by its subsidiaries in in- 
dustrial publications, drew sur- | 
prisingly large numbers of re- 
quests. 


More detailed documentation on 
the problem is drawn from a 
survey of 10, 000 executives, made 
by C.P.A.’s 
methods Tid use to keep informed 
about their businesses: 

39% visit plants and attend con- 


ventions. 

27% talk to salesmen. 

29% read catalogs and direct 
mail. 

69% read industrial publications. | 

84% read advertising in some} 
form. 


Do They Read Ads? 


Because of these and 
data, the narrative insists, people 
who buy or influence the buying 
|of USS products subscribe to and 
read industrial publications—they | 
,do provide a point of contact with 
customers and prospects. 

Next question: Do they see and 


The next ques- | 


s Ernst & Ernst, on the | 


‘|/mentioned in 


similar | 


Advertising Age, June 21, 198 
read the advertisements? 

Product Engineering asked reac - 
ers whether they ever read th: 
advertisements. Typical answe s 
not only were affirmative but al: , 
explained that the ads often wee 
as informative as the editori: | 
| matter. 
Machinery discovered that exe: - 
/utives spent an average of 3} 
|hours monthly reading ads. 

A study of how the informati 
another product showed th»! 
71% of the respondents learned 
‘about it through advertisements 

| industrial’ books, while 29% kne\ 
| about it from salesmen’s calls, 
,direct mail, exhibits or other 
"means. 


Recognition Factor 


Still another survey, made prior 
to the war by a competitive stee! 
company showed that, among ex- 
/ecutives in fields in which it did 
|not advertise, the competitive 
company made a poor showing in 
recognition. 

Inasmuch as no one who is not 
interested in a product will take 
time to read an advertisement 
about the product, step two in the 
selling process—that of arousing 
interest—is accomplished by busi- 
ness paper ads. 

The all-important question of 
‘whether industrial publication 
subscribers read U. S. Steel inser- 
tions was next answered in the 
film by using several case histories 
from the files: 

An American Steel & Wire 
Company ad in Architectural Rec- 
ord offered a catalog on the highly 
specialized subject of ‘Welded 
Wire Fabric.” More than 2,100 re- 
'quests were received from archi- 
tects and engineers. 

U. S. Steel Supply Company 
salesmen asked 1,485 customers if 
they regularly saw USS advertis- 
ing. Sixty-nine per cent said 
“yes.” 

American Bridge reports that 
20% of all electric furnace in- 
quiries are received from indus- 
trial magazine advertising. 

A single advertisement of Amer- 
ican Steel & Wire Company led to 
|orders for 12,000 miles of Amer- 
ductor wire from a Texas co- 
operative. 

Hundreds of letters each month 
ask for a Cyclone fence catalog 
featured in industrial advertise- 
ments and, when followed up by 
salesmen, sales are the usual re- 
sult. 


| Creates Preference 


| Both those and other examples 
the movie indicates 
'that USS business paper advertis- 
|ing provides the company and its 
|subsidiaries with an opportunity 
'to create preference for its prod- 
'ucts and thus accomplish the third 
step in selling. 

Aside from the three questions 
mentioned, the additional questio: 
as to whether results are wort! 
the cost is given exhaustive treat- 
|ment in the movie. An entire serie 
‘of specific appropriations for in 
| dividual products shows a consis- 
‘tently low percentage of the sale 
|dollar devoted to advertising. Th 
| figures are intended for use withi 
'the company and have not bee! 


IN THE 1-3 POCKET / 


Over 37,000 circulation, in- 
cluding 25,000 league and 2515 


city association 
magazine with 


The only 
coverage of 


officials. 
100% 


5336 certified Bowling establishments 
Bowling market, wide open after 


~ four years, produces $291,000,- 
00 annually—three times as much 


as pro baseball. 


_ Write for our latest rate card today 


THE BOWLER’S MAGAZINE 


Official Publication of | 
AMERICAN BOWLING CONGRESS | 
2200 H THIRD STREET 
MILWAUKEE 12, WISCONSIN 
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' Do you read the advertising in | 
| industrial magazines regularly 
and with interest? 


86% 


Yes 
No 


Would the elimination of 
advertising in these _ 
magazines be a loss or a gain? 


| Are you conscious of our 


advertising? 
Yes 
No 


our advertising had been interesting ond helpful 


Of those who said "yes" 90% commented thet 


REACTION—Carnegie-illinois, ques - 
tioning 251 industrial customers and 
prospects, received replies from 41% 
as to how they react to its industrial 
publication advertisements. 


released for publication. 

Total average cost, however, is 
shown as about one-half cent per 
message. The salesmen, who per- 
form the last two steps in the 
sale, have an average cost per call 
of from $7.50 to $10.00. If the 
first three steps were not per- 
formed by advertising, the film 
concludes, a more expensive way 
would have to be found. But ad- 
vertising, adequately and _ intelli- 
gently used, does do the job. And 
in the competitive period ahead, 
every conceivable sales tool must 
be brought into efficient use. Busi- 
ness paper advertising is no ex- 
ception. 


Snowden Appoints 
Altshuler Ad Director 


Edward A. Altshuler has been 
appointed advertising director of 
Snowden Chemical Company, 
California manufacturer of fire 
extinguisher equipment. He will 
make his headquarters in the Los 
Angeles office. 

An extensive sales and adver- 
tising campaign to 
new low-priced extinguisher, the 
Fire-Cide, nationally through 
dealer trade channels, is now 
under way with a test being made 
of the southern California mar- 
ket. Currently the company is 
using television selective (spot) 
announcements to determine con- 
sumer acceptance of the product, 
through Ross, Gardner & White, 
its agency. 


‘Pacific Pathways’ 


to Become Quarterly 


Effective with the September, 
1948, issue, Pacific Pathways, Los 
Angeles, will become a quarterly 
publication. With the change, a 
‘irculation increase to 60,000 will 
ye guaranteed. In addition to paid 
circulation, more than 3,000 travel 
bureaus and agents will be put 
mn a controlled list to receive the 
yublication and a monthly news- 
etter. No change in the one-time 
ate will be made. The yearly 
ate will be the same as the six- 
ime rate now in effect. 


ABC Appoints Caldwell 


Philip G. Caldwell has been ap- 
ointed western division manager 
if technical operations for Ameri- 
an Broadcasting Company, effec- 
ive July 1. He succeeds T. B. 
’almer, resigned. Currently man- 
iger of transmitter sales for Gen- 
‘ral Electric Company, Syracuse, 
1e has been with that company 
ince 1932 in the electronics, 
sroadcast, television and radar 
‘quipment phase of their opera- 
ions. 


Smith Joins BBDO 


Charles H. Smith, CBS market 
esearch counsel for nine years, 
las resigned to join the Minne- 
ipalis office of Batten, Barton, 
Ourstine & Osborn. 


State Planning 
Units Organize 
to Lure Industry 


FAIRMONT, MInN.— The Mid- 
Continent Council of Development 
Agencies has been formed to de- 
velop methods of attracting new 
industry to “mid - continental” 
U. S. and Canada, generally con- 


|sidered agricultural. 


The council, set up as a perma- 


‘nent organization at a meeting 


| here, 


is composed of planning 


|agencies from 10 states and three 


provinces. These are: Minnesota, 
Colorado, Iowa, Kansas, the Da- 
kotas, Missouri, Wyoming, Mon- 


tana and Nebraska, and Alberta, 
Saskatchewan and Manitoba. 

The council adopted a resolu- 
tion urging members to keep their 
national advertising “positive,” 


rather than build up their own 


introduce 


areas at the expense of other 
states. This was taken as a slap 
at Louisiana’s advertising which 
recently stressed its abundance of 
gas fuel while other areas suffered 
from oil shortages (AA, April 19). 


Not ‘Fair Play’ 


James Clark, commissioner of 
Minnesota’s Department of Busi- 
ness Research and Development, 
and the council’s first president, 
reiterated his opinion that “the 


a friendly spirit of fair play.” 


Delegates were warned not to/and market 


area,” Mr. Blucher said. “Instead, 
state and provincial planning 
agencies should analyze what op- 
erations can best be handled with- 
in their region.” 


Form Research Firm 

Royce Barclay, formerly chief 
of staff of the research depart- 
ment of the Institute of Product 


|Research, and Kathleen B. Ans- 


pach, of International Surveys, 
have formed Research Unlimited, 


wording of those Louisiana adver-| with offices at 5670 Wilshire Blvd., 
tisements was not in keeping with| Los Angeles. 


tion will specialize in consumer 
surveys in the 11 


be overly enthusiastic in their ef-| Western states. 


forts to bring in new industry by 


Walter Blucher, executive direc-| Powell Opens Office 


tcr, Association of State Planning 


and Development Agencies, Chi-| 


cago. 

“I’m worried about this au- 
tarchy idea—the idea that every- 
thing ought to be done in the same 


Dick Powell, of movie and radio | 


fame, has opened new offices of 
Powell Enterprises at 8743 Sunset 


will handle Powell’s interests in 


commercial films, radio and tele-| 


vision and his distributorship of 


The new organiza- | 


Beechcraft airplanes. Harold C. 
Lund is general manager of the 
new organization. 


Appoints Romine 

Jim Romine, formerly farm di- 
rector of Station WSB, Atlanta, 
has been named sales promotion 
and advertising manager of the 
Southeast Ford Tractor Company, 
Atlanta. 


Mulligan Names Duffy 

Robert D. Duffy has _ been 
named a vice-president of James 
Mulligan Printing & Publishing 
Company, St. Louis. 


| rible examples, May find 


Blvd., Hollywood. The new offices | 


Gobbledygook! 


Don’t curse the bureau- 
crats. Just read “fine 
print” in today’s maga 
zine ads. Send for hor- 


your campaign. 


Box 7087, Advertising Age 
100 E. Ohio St., Chicago fi, 


Millions Men 


read the July issue of 


TRUE 


BECAUSE the million-plus men who buy TRUE 
every month will pass it on — enthusiastically rec- 
ommending it to their friends. Men go for TRUE’s 
unique editorial formula: every word true in TRUE. 
Moreover, these men have plenty of money to spend 


newspaperman and 
you'll see. 


on everything active 
men want to own. 


BECAUSE PA OL GALLI C 0 


recalls a Czech wedding feast in “The Buttered Bride" 
which proved to be a new kind of risk for this great 


war correspondent. Read it — 


BECAUSE TRUE gives 


Tel it men in 


you the facts about te/e- 


vision in ‘‘What’s All 
This Stuff About 
Television 

by 


Harland F. Manchester 


... how long today’s sets 
will last . . . when tele- 
vision will reach various 
cities . . . what improve- 
ments you can expect... 


TRUE 


THE MANS MAGAZINE 


67 West 44th Street, New York 18, N. Y. 


Los Angeles 


BECAUSE one of 

America’s most bril- 
liant young artists 
paints the greatest 
seaport in the world 
—New York— 
handsomely repro- 
duced in true color 
for TRUE... 


HARBOR 
VOYAGE 


hard-hitting Yogi 
Ring Lardner Missed.” 


for their own sport . . . and 
more, every word of all 
of it true and written 
by men for men. 


Chicago 
San Francisco 


“A Croquet Ball in Every Pot”’ 
by H. ALLEN SMITH 


BECAUSE 
Your Noggin’’ is Stanley 
Frank’s TRUE exposé of the 
bag of psychological tricks 
used to help get links 
championships. 


BECAUSE of Milton Gross’ 
write-up of the Yanks’ free-wheeling, 
Berra, “The Kid 


BECAUSE — still in only this one issue — TRUE 
delivers a mighty useful glossary of whiskey terms, 
a bang-up Western novel, Armand Denis’ terrific 
account of professional elephant hunters’ shooting 


BECAUSE TRUE 
gives its belly- 
laugh addicts an 
“explanation’’— 
so-called — of the 
fabulous Doc 
Rockwell whom 
Fred Allen lures 
away from Maine 
once a year. Don’t 
miss 


‘*Golf Inside 
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205 E. 42ND ST., NEW YORK CITY ° 


DIDN’T KNOW! 


Until recently The POPULAR FICTION 
GROUP was a stepchild. Advertisers didn’t 
know that the 25 magazines of this group 
were read by 12,750,000 people—the fourth 
largest magazine audience. 


Advertisers didn’t know that this mar- 
ket was a typical cross-section of America 
... comparable in important market charac- 
teristics—age, sex, education and income— 
to audiences of other leading mass circula- 
tion magazines whether weekly or monthly. 


Advertisers didn’t know that, with 
quarter page bottom-of-story ads or better, 
their selling messages were put alone on an 
editorial spread ... got better readership... 
better observation ... better results. 


Advertisers didn’t know that they 
could sell The POPULAR FICTION GROUP’s 
12,750,000 cover-to-cover readers with full 
page ads every month for only $28,800 a 
year ... one-half to one-third the cost of 
comparable campaigns in other high circu- 


THE 


333 N. MICHIGAN AVE., CHICAGO ° 


In sales and advertising you can’t work on the principle 


that what you don’t know won’t hurt you, for example... 


lation magazines...only $1.20 per M 
guaranteed. 


But, now, with a market that national re- 
search clearly defined, wide-awake adver- 
tisers such as Lifebuoy, Gillette, Winchester, 
Bromo-Seltzer, Calvert, Motorola, Sheaffer 
Pens, RKO, Prestone, Mennen and Wildroot 
are taking advantage of The POPULAR 
FICTION GROUP’S many advantages—mass 
coverage, high readership, low rates. 


In this day of skyrocketing space costs, 
you can not afford to neglect this prime mar- 
ket of 12,750,000 people ... especially when 
it’s available at such low cost. 


Get all the facts on this important adver- 
tising opportunity. Write today for your 
copy of the Stewart, Dougall National Audi- 
ence Study and the Daniel Starch Reader- 
ship Report. They tell how The POPULAR 
FICTION GrRouP offers tremendous and ef- 
fective coverage of a profitable market at 
one of the lowest costs in mass magazine 
advertising history. 


Fiction Group 


427 W. FIFTH ST., LOS ANGELES 
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NEW MIiX—Latest ready mix prepara- 

tion introduced by Kitchen Art Foods, 

Inc., Chicago, is this Py-O-My brownie 

AT AFA MEETING—R. R. Deupree, Procter & Gamble president (left), and mix for making chocolate flavored 

Elon Borton (right), AFA president, chat with Secretary of Commerce Charles fudge cakes. Schwimmer & Scott, Chi- 
A. Sawyer, a featured speaker on the program. cago, is the agency. 


COMPARE NOTES—Pat Williams (left), general manager of WING, Dayton, 

son-in-law of Secretary of Commerce Sawyer, checks on industrial conditions 

with two members of AFA “president's panel'"—J. M. Bowlby, president, Eagle- 
Picher Co., and Stevens H. Hammond, president, Whiting Corp. 


FREEZES |T—Forbes Lithograph Mfg. 
Co. has produced this full color dis- 
play for the new Fyre-Freez home fire 
extinguisher, made by Walter Kidde & 
Co., Belleville, N. J. Dry ice," carbon 
dioxide (CO.) is used in the device. 


PRESIDENTS CONTRIBUTE—AA camera catches "top brass" before session 

at which top management analyzed advertising. Left to right: Allan T. Preyer, 

Morse International, retiring AFA board chairman; Albert D. Cash, mayor of 

Cincinnati; Joseph B. Hall, president, Kroger Co.; George S. McMillan, Bristol- 

Myers Co., new AFA board chairman; Benjamin S. Katz, president, Gruen 
Watch Co. 


NEW WRAP—This cellophane-wrapped 

Snow Crop frozen food package is the 

first of a series to be produced by Mil- 

print, Inc., Milwaukee. The package was 

designed by Maxon, Inc., New York, 

agency for Snow Crop Marketers, New 
York. 
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LesT buy tn good Bal Ways 
Growing mrtiions of chestiy housewives are 
decoveriag the deffecence ia davor 


which mekes Durkee Margarine sem! ont 


brings you all of superb 
purity sed food value Vellow Durkee: is 
thove all other for wie. They know available che 
Durkee in 76 defterent feat prod 
wets they know thet century of 
forty teat Durkee» 
dienes and packed with eaurgy 


~you can afford ase it geacrously 


Glidden 


NOW AVAILABLE—Durkee Famous Foods is running this magazine ad, the first 

showing yellow, quartered margarine, in the June 19 Saturday Evening Post 

and the June 28 issue of Time. Part of the institutional program of the 

Glidden Co., Cleveland, the ads show where Durkee's yellow margarine is 

already available, and are designed to gain support of consumers in other states 
in the margarine battle. 


TOP MARKETERS—At the speakers’ table at the American Marketing Asso- 

ciation's Monday luncheon last week were (left to right): Everett R. Smith, 

Macfadden Publications, vice-president of the AMA; Leon H. Keyserling, of the 

President's Council of Economic Advisers, who was guest speaker; Winfried 

Riefler, assistant to chairman, Federal Reserve Board; Wroe Alderson, president 

of AMA and of Alderson & Sessions; and Harvey Huegy, secretary of the 
association. (Story on Page 40.) 


DISTINGUISHED THREESOME — Frank Stanton, CBS president, chats with 

Sigurd S. Larmon, president of Young & Rubicam, center, and Raymond Rubi- 

cam, co-founder of the agency, in Columbia's television studios. The agencymen 
were on hand for the premiere of the new series, "Presidential Timber.” 


A 


ADWOMAN OF THE YEAR—Mrs. Ella Burns Myers, retiring director of adver- 

tising of General Foods Corp. (left), gets first AFA award to the “advertising 

woman of the year from Mrs. Oveta Culp Hobby, executive vice-president, 
Houston Post, and AFA director. 


CANADA'S PERIODICAL PRESS ASSOCIATION LINEUP—Executive officers of the Periodical Press Association take the 
spotlight at the 29th annual meeting of the Canadian group. Left to right are Floyd S. Chalmers, Maclean-Hunter Publish 
ing Co., reelected president; T. J. Tobin, reelected treasurer; D. V. McLeod, vice-president representing the Agricultural 
Press Association; R. C. Rowe, vice-president representing the Business Newspapers Association; W. C. Stovel, vice-president 
representing the Magazine Publishers Association, and Charles Sauriol, director representing MPA. 
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come assured. 


NOTICE! 
hicago and York 


DISPLAY SALESMEN 


Display Corporation of Milwaukee has a sales open- 
ing in each of the nation’s largest markets. The 


manent merchandising displays and fixtures. 


greatly augments earnings. 


company backs you up with the finest creative design 
in ALL display media, including lithography, per- 


Addi- 


tional volume gained through sale of permanent units 


Substantial 5-figure in- 


Success requires sound knowledge of merchandising 
consumer goods plus good comprehension of art. 
Previous display selling not essential if applicants 
have proven sales success in allied fields. 


If you have the ability to recognize, understand, and 
think constructively about manufacturers’ marketing 
problems, please send a complete resume of your 
background, earning record, and a recent photograph 
to AL HOWARD, DISPLAY CORPORATION, 521 
Broadway, Milwaukee 2, Wisconsin. 


Ad-Man Was 
DESPERATE 


So He Wrote A Letter-Series* That 
Brought Over 6% Reply 


An agency man’s biggest account collapsed He 
had to have new business—-but FAST! 
follow “‘hot tips’’ or punch doorbells. So he asked 
himself—.‘‘Why don't I apply to my problem the 
game principles and techniques I have used for my 
clients’"' He did-—and with a series of 9 hard 
hitting agency sales letters, he produced over 6% 


No time to | 


replies from prospective new accounts He got) 
phone calls, letters, personal visits--from adver- 
tisers with accounts running from $5,000 to 


$75,000 HE GoT 
weeks he was in the 
new assignments. 
Quick, Inexpensive 
this man’s strategy was inexpensive; 
letters, combined with an unique 
form Simple, fast 
definitely proved! 
ideally suite! to the smal! 
‘big-shot’’ might read 


BUSINESS Inside of 6 


Best of all 

multigraphed 
tmaimeographed 
tical And now 
Although this series ts 
or medium sized agency, a 
it with profit, too 

Is a new business plan that you can quickly adapt 
to your personal needs worth $10.00 to you’ A ten 
spot will bring these: Portfolio of the identical 
9 successful letters, forms, suggestions 
for adapting series to needs 
method for quickly building productive mailing 
list, suggestion for building agency sales port 
folio, pointers on best way to close business after 
you reach prospect's office 


5-DAY Inspection Privilege 
Tell you what Laok over this material for 5 
days. Then if it isn’t worth a lot more than 10 
dollars, return for full refund But first, ask 
yourself what it is worth to get a new account 
Make checks payable to 


Ralph D. Wyly 
505 Belmont Avenue, Chicago 14, IIlinois 
*Series was used on 500 names in Chicago area 
only. Good anywhere else. Basic ideas still good 
here 


highly 


enclosure 
your 


ATTENTION! 
* 


PHILADELPHIA 
* CLEVELAND 
* DETROIT * DALLAS 


Full time sales representation or bro- 
ker wanted for old established lithog- 
rapher specializing in displays and 
point-of-purchase advertising material. 
All replies strictly confidential. 


Box 7034, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


position of having to refuse 


WANTED 
Experienced Salesman 


Between the ages of 25 and 35, preferably 
_with advertising or publishing background, 
“to work out of Chicago. Must be free to 
travel. Financial arrangements open. Ap- 
ply by letter to Sales Manager, 


STANDARD RATE & DATA SERVICE 
333 N. Michigan Avenue, Chicago | 


only 


prac- | 


suggested | 


TOP FLIGHT 


ART DIRECTOR 


SEEKS POSITION WITH A MAJOR 
AGENCY, PUBLISHER OR 
MANUFACTURER AS 


ART DIRECTOR and/or 
CREATIVE LAYOUT CHIEF 
AND EXPERT VISUALIZER 


Where 23 years extensive experience in 
food, drug, aroun, insurance and in- 
dustrial advertising fields can be used to 
full advantage. Has created national 
magazine, newspaper and trade paper 
advs. 24 sheet posters and point-of-sale 
displays, direct mail, industrial catalogs 
and packaging designs. Knows graphic 
arts thoroughly. Knows agency relations 
and procedure. Excellent organizer with 
wide administrative experience. Can com- 
petently handle art and photography pur- 
chases and direct art dept. Mature, re- 
sourceful, conscientious, dependable, 43, 
married, family, Protestant, American and 
European art trained. Complete resume 
sent on request. Minimum start $12,000. 


Box 7096, ADVERTISING AGE 
100 East Ohio Street, Chicago II, Illinois 


4-A AGENCY 


LET'S TALK 
TELEVISION 


Top agency radio and television man 
seeks new connection with firm set on 
video leadership. Can write, super- 
vise, and produce both television and 
Pro- 
radio 


radio copy. Now Commercial 
duction Chief 
agency. Write: 

Box 7098, ADVERTISING AGE 
100 E. Ohio St., Chicago II, 


for leading 


Illinois 


MAIL ORDER EXECUTIVE 
WANTED 


Highly rated Chicago Mail Order Cos- 
metic House has opening for capable 
writer of M. O. letters, circulars, plans, 
ete. Prefer man with house to house 
Agents’ experience. Salary, plus lib- 
eral profit sharing arrangements to 
right party. In your application 
please state age and an outline of 
yoor previous cennections. Address: 


Box 7100, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


MEDIA DEPT. SUPERVISOR 


Chicago agency needs woman to super- 
vise media dept. detail operations. Must 
have media background, good judgment, 
ability to direct others. Real opportunity. 


Box 710!, ADVERTISING AGE 
100 East Ohio Street, Chicago !!, Illinois 


112 E. Walton Place 


To rent: 1500 to 3000 feet office space. 
Built for advertising company. Consisting 
of 12 private offices, reception space, 
equipped with fluorescent lighting fix- 
tures, asphalt tile floor, modern lobby. 
Rent reasonable 


MORRIS EDELBERG 


118 W. Randolph St. Dea. 3383 


two lines. Copy deadline 


RATES: 0c per line, minimum charge $3. Cas’ 
maximum lines) 25 letters and spaces 


per 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazerd 
GEORGE WILLIAMS CO.—Personnel 
200 S. State St., Har. 2063, Cc 


Salesmanager, whe knows how 


| also 


30 W. Washington, 


| Home 


| after 


| EDITOR — 
|; expe rience 


to sell 
program. 
hire 
national 
for man 
fidential. 
Box 9603, ADVERTISING 
100 E. Ohio St., Chicago 11, 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered. 
185 N. Wabash, Fra. 0115, Chicago 


Advertising Manager Wanted 
Iowa Semi-Weekly, on volume 53; in 
city over 4000; possibilities of field 
long neglected; high pressure meth- 
ods not desirable; opportunity for 
man wanting permanent place of- 
fering bonus for increases. Write: 
Wayne Peterson, 214 Natl. Loan 
Bldg., Moorhead, Minnesota. 


SHAY AGENCIES 
Serves Both Employer & Employee. 
Covers Complete Advertising Field 
Courteous-Confidential Service 
Chicago 2, Ill. 


advertising and publicity 
Must be willing to travel, 
and train salesmen for a 
organization. Opportunity 
who qualifies. Replies con- 


EDITOR WANTED 


Furnishing business 
Prefer one with retail 
either as buyer or copy chief or 
promotional type editor who can 
quickly absorb background of these 
industries. Must be 
ability to give industry talks, 
a keen promotional sense. 

dence re spected absolutely 


intervie 
ADVERTISING 


9629, 
42nd St., New 


paper. 
experience 


plus 
until 


AGE 
York 18, N. Y 


Box 
330 W. 


Engineer with 
for position as assistant 


editor of national monthly maga- 
zine in civil engineering field. 
| Please give complete personal and 


| know of 


| develop new 


‘ 


years of 


| around 


|} and 


experience data. Our employees 

this ad. 

9630, ADVERTISING AGE 
3. Ohio. St., Chicago 11, Ill. 


Wanted—wWriters of Fiction, Imagi- 
nary and Fantastic stories to produce 
short stories of 200 words or less. 
Address World's Company, P.O. Box 
573, Columbus, Ohio. 

AGENCY MANAGER, Large 
ern agency 
ager to handle 


Box 
100 E. 


existing accounts, 
business. Must be en- 
business man and 
know agency procedure. Give ex- 
perience, salary, first letter. 

Box 9637, ADVERTISING AGE 
330 W. 42nd St., New York 18, N.Y. 


National trade association in con- 
struction 


industry, with 
ters in Chicago, wants young 
as public relations assistant. Age 
21 to 30. School of journalism 
graduate with newspaper experience 


ergetic, good 


man 


preferred. $250 per month to start. 
700d opportunity for advancement. 
Write giving full details on back- 
ground to: 
Box 9638, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 
ART DIRECTOR-ARTIST 
Versatile, creative, Engraving house 
and Agency experience, National 
accts. Layouts Finished art and re- 
touching. 33, married, family. Will 
move anywhere. 
9624, ADVERTISING AGE 
_100 E. Ohio St., Chicago 11, Il. 
MEDIA GAL LARGE... 
agency experience in 
year media director — 
graduate handy all 
percen for agency work. 
ADVERTISING AGE 
Ohio St., Chic ago 11, Ill. 


And Sales Promotion 
Marketing Research 
Merchandising background in 
Agency, Drug, Cosmetics, Food, 
Electrical Appliance and P ublication 
Fields. Formerly of New York, de- 
sires to leave Mid-West and return 
East. Outstanding record of per- 
formance in Mid-West and _ well 
known in the East where 17 years 
were devoted in rapid rise 
proven accomplishment. 
references. Write: 

Box 9627, ADVERTISING 

100 E. Ohio St., Chicago 11, 


Gal Wants Job . Selling Space ‘Or 
Advertising Specialty ... 
2 years’ experience in media; 1 year 
space buyer for ad agency; se fling | 
experience; College Gri iduate 
Chicago area preferred. 
Box 9626, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


media — 1 
College 


Box 962 
100 E. 
Advertising 
Director With 


Excellent 


AGE 
Ill. 


15 years’ 


good mixer with | 


Confi- | 


| well as 


editorial | 


ger. 


| Sales 


South- 
wants experienced man- | 


headquar- | 


through | 


POSITIONS WANTED 


Creative Advertising Artist 
25 Years’ Agency Experience 
Clear Crisp Selling Layouts 
West Coast, Preferably 
Los Angeles or Frisco Area 
Box 9628, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Trade paper space salesman 
able. Good agency contacts Chicago- 
midwest. Solid experience. 
able. A workhorse. Have car. 
audited paper considered. 
Box 9631, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ul. 
PHOTOGRAPHER 
experience in all phases 
of illustrative and commercial 
photography. Have 
and can build and make 
department a _ profitable 


Only 


your photo 
organiza- 


avail- | 


Depend- | 


agency contacts | 


tion. Will consider any free lance 
proposition that promises a secure | 
future. 

Box $615, ADVERTISING AGE 
100 E. Ohio St., Chicago 
Lettering Artist. Top quality. 18 
yrs. varied experience. Available 

free lance or steady basis. 
Box 9632, ADVERTISING AGE 
__100 E. Ohio St., Chicago 11, Ill. 


CREATIVE COPY w RITER 


Thorough general agency trainin 
special experience sales 
direct mail; top work done under | 
pressure; young, married, college; 
any city; resume on request. 
Box 9633, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Retail ad man, proven executive and | 
creative ability in large department, 
specialty stores, small newspaper, 
printing plants, seeks position with 
future. Knows copy, layout, pro- 
duction, plans. Married, college, 31. 
Send for resume. 

Box $635, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. ¥ 
CREATIVE PRODUCTION MAN 
Who originates ideas, prepares 
smart layouts and writes copy as 
supervising heavy produc- 
tion. Expert on type, strong in all 
xraphie arts. Years of agency and 
advertising specialty experience. Thor- 

ough hard worker. Now employed. 
Box 9636, ADVERTISING AGE 
330 W. St., New York 18, N. 
Advertising ‘Executive seeks Chi- 
cago connection as Advertising 
Manager or Assistant Sales Mana- 
Experience with all media in- 
cluding Direct Mail and Radio. Has 
agency experience as Acct. Exec.; 
Management experience as Adv. & 
Promotion Manager for Na- 
tional Company. Sales Experience as 
salesman, Branch Manager and 
Asst. to V.P. in charge of sales. Age 
42, Married. Will start at $7500. 
Box 9639, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVE WANTED 


A well established sectional publica- 
tion desires advertising representa- 


tives in the Chicago, Cleveland and 
San Francisco area. A representa- 
tive now calling on the sporting 
goods, housewares, electric or hard- 
goods manufacturers desirable. List 
publications now handling past 
product records and business ref- 
erences in your letter to: 
Box 9623, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


REPRESENTATIVES AVAILABLE 
PUBLISHERS: I[ want to represent 
one more good class or business 
publication in Chicago area. Can de- 
vote time and effort on com. basis. 
Box 9634, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 1. 
LSTABLISHED SALES COMPANY 
Covering national advertisers’ in 
N. Y., N. J., and New England states 
wants to represent manufacturer of 


quantity point of sale signs and 
displays. Send full particulars. 
Box 9590, ADVERTISING AGE 


330 _W. 42nd St. , New York 18, N. ¥. 
MISCELLANEOUS 


EXTRA EARNINGS 
FOR CAR-CARD MEN! 


Every account using transportation 
advertising will buy this exclusive 
item that helps merchandise a car- 
card campaign. Will help you sel 
more car-card space and insure re- 
peat business. Write for free sam- 
ple and details. Cardisplay Company, 


1004 Marquette Minneapolis 


M inn. 


Want ‘to Buy A Newspaper? 
Minnesota, North Dakota, 


Ave., 


NEW! The Perfected Tampor 


TESTS KOTAMS—lInternational Cellu 
cotton Products Co., Chicago, is using 
ads like this in Rockford, Ill., and Madi 
son, Wis., newspapers to promote the 
new Kotams tampons. In addition 
samples are being given to doctors in 
these cities. Foote, Cone & Belding, 
Chicago, is the agency. 


Rubin Asks Rayon 


Industry to Step 


Up Advertising 


New YorKk—The rayon industry 
must sell and promote branded 


| items in order to continue to move 


its tremendous future production 
and must do more pre-selling to 
consumers than has ever been 
thought of to date, Milton H 
Rubin, president of the American 
Silk Mills, New York, told a meet- 
ing of the Fabric Forum here. 

“We in the industry use as an 
expression for stability, the phrase 
‘Stable as wheat,’”’ Mr. Rubin said, 
“Wheat is almost synon'ymous 
in our minds with flour. Think of 
a product as stable as flour, and 
you must realize that it could only 
be the millions invested in adver- 
tising to glamorize and dramatize 
this product that enabled three 
brands to capture 57% of the na- 
tion’s flour and its derivative 
business.” 

“We must conclude that whether 
it is the stable aspect of our busi- 
ness or the fashion aspect of our 


business, both would greatly 
benefit from sound promotional 
endeavors. When a fabric mill 


embarks on an advertising and 
promotional campaign it is put- 
ting an intangible, but a definite 
‘plus’ value into every yard of 
goods it sells to manufacturer and 
retailer.” 


‘Mabry Elected 


| president; 
|Alec A. Johnson, H. G. Christe: 


| 


South Da- | 


kota, Iowa, Wisconsin weeklies; | 
some suburban; one combination | 
| offset and letter press; from $85,000 
ito $4,000 with gross volumes in 


down payment will 
Wayne Peterson, 

Moorhead, Minn. 
‘Literature, copy, 
Publications and 
prepared at 


line; reasonable 
handle most deals. 
at’l Loan Bldg., 
Advertising, Sales 
layouts, ideas for 
Direct Mail, expertly 
low cost. 


| Robert Peterson, Phone Central 6750 


| 


442 Civic Opera Bldg., Chicago 6 


Transfers Eichelberger 


Thos. O. Eichelberger, vice-| 


Ruud Mfg. Company, Pittsburgh, | 


has been named account executive | ard Brands, 


in the consumer advertising divi- | 


president and co-manager of the/sion of Sykes Advertising, Inc., 


Detroit office of Cresmer & Wood- 
ward, newspaper advertising rep- | 
resentative, has been named man- 
ager of the company’s Los Angeles 


| office. 


Sykes Names Cooper 


Richard W. Cooper, formerly 


|assistant to the vice-president in 
charge of sales and advertising of | 


'Paint Company 


| Pittsburgh. 


GM Appoints Nemzek 

Francis E. Nemzek, formerly | 
with the Minnesota Linseed Oil | 
and Chi-Namel 
|Paint & Varnish Company, 


/and 


has | count 


Carl J. Mabry, executive vice- 
| president, has been elected presi- 
‘dent and general manager of the 
Motion Picture Advertising Serv- 
ice Company, New Orleans. H: 
succeeds the late William ™ 
Johnson. Other newly elected offi- 
cers are: A. E. Chadick, Ist vice- 
Charles W. Johnso: 


sen, and J. F. Berry, vice-pres 
‘dents. 


Appoints McKenna 


Robert McKenna, formerly « 
the advertising sales staff of tl! 
Chicago Sun, has been appoint« 
by the Industrial Publishing Com - 
pany, Cleveland, to represent A) - 
|plied Hydraulics in the Chica; 
area. Offices have been opened 


'64 E. Lake St. 


Varney Appoints Thomcs 


Dorothy Thomas, formerly wi 
the Fleischmann division of Stan: - 
has been appoint: 
| Managing director of Russell Va 
|ney, Inc., New York, sales d 
velopment, personnel developme 
industry development pri 


ects. 


Combs Joins Davis 


Roger Combs, formerly an a 
executive with Erwi 


been appointed promotion man-| Wasey & Co. and N. W. Ayer 
/ager of the farm service division | Son, has joined Davis & Co., Lis 


of General Mills, Minneapolis. 


| Angeles, in the same capacity. 
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Admen to Blame 
for Cut Budgets: 
Mitchell to NIAA 


BALTIMORE — When advertising 
budgets are shortsightedly cut, 
the advertising departments in- 
volved are probably most to 
blame. 

That is the opinion of Don G. 
Mitchell, president of Sylvania 
Electric Products, New York. Last 
week at the National Industrial 
Advertisers Association confer- 
ence in Baltimore, he explained 
his position this way: 

“Rumblings have been heard 
among industrial advertising men 
that management has in certain 
instances been. shortsighted in 
slashing advertising budgets. 
Maybe there have been such in- 
stances, but let me ask you a 
question or two. Who really was 
to blame? Was it management or 
was it the advertising depart- 
ments? When for one reason or 
another expenses have to be cut, 
the reductions are made first 
where management feels it will 
be hurt the least. If advertising 
is one of the first to suffer, it is 
because the advertising budget is 
vulnerable as the result of in- 
sufficient factual evidence of 
proof. 


Based Only on Past? 


“When those budgets were pre- 
pared, did the advertising de- 
partments have a broad over-all 
concept of the business and its 
problems?” Mr. Mitehell asked. 
“Did advertising offer a program 
that was in harmony with com- 
pany objectives? Did the adver- 
tising departments have a pro- 
gram that would help their com- 
panies solve their problems? Were 
the advertising budgets the result 
of planned programs or were 
they based on some percentage 
ratio to last year’s expenditures 
or even to some anticipated vol- 
ume of sales, or were they pur- 
posely made high because some- 
one felt that whatever figure was 
asked for would be cut?” 

In answer to these questions, 
Sylvania’s president said: “Ex- 
cept for emergencies, no manage- 
ment that is worthy of the name 
will ever slash your advertising 
budget if it can be justified. If 
you can show management a pro- 
gram that is in harmony with the 
company’s objective and can prove 
that the goa) will be reached in 
the manner you propose without 
excessive cost, you won’t have any 
trouble even if you ask for more 
than you ever spent before.” 


Must Continue to Improve 


Mr. Mitchell stressed that the 
tools of advertising and selling 
become obsolete “just as fast as 
those of production” and that ad- 
vertising must find better tools, 
particularly those of research and 
testing. While much progress has 
been made in the latter, he said, 
“we don’t know enough to buy 
advertising” with much _ exact- 
ness. 

Advertising men, he observed, 
must also take on added responsi- 
bilities, including those involved 
in company public relations. In 
employe relations, if the employes 
don’t appreciate the effectiveness 
of the ad department, “spend a 


little more to make them under- | 


stand,” Mr. .Mitchell urged. 


Benson Names Four 


Gerald A. Bramwell and Clyde | 


A. Syze have been elected vice- 
presidents of Benson & Benson, 
Princeton, N. J. John H. Stevens 
and Leonard W. Shaw have been 
named to handle sales and client 
relations, including the company’s 
new continuing service—the Brand 
Name audit. 


To Goodkind, Joice 


Goodkind, Joice & Morgan, Chi- 
cago, has been appointed to 
handle the advertising of JelSert 
Company, Chicago, maker of Jel- 
Sert, Fla-Vor-Aid, Makamix and | 
JelSert pudding; and Just Mfg. 
Company, Chicago, manufacturer 
of stainless steel sinks and equip- 
ment for home kitchens and insti- 
tutions. 


To Luckoff, Wayburn 


Excelsior Machinery Company, 
Detroit, manufacturer of Excelsior 
dry cleaning and laundry equip- 
ment, has placed its advertising 
with Luckoff, Wayburn & Frankel, 
Advertising, Detroit. Trade pub- 
lications, direct mail and sales 
promotion aids will be used. 


Form Research Firm 


Frances H. Peterson, Robert E. 
Segil and William D. Rice have 
formed Advertising Research As-| 
sociates, offering advertising re- 
search and planning and product 
and marketing analysis. Offices | 
are at 200 Boyd Park building, | 
Salt Lake City. 


Test after test meets with resounding success in the 
South Bend market. “Test Town, U.S.A.” is perfectly 
typical of the nation’s industrial-agricultural struc- 
ture. Isolated from outside influences, it offers ad- 
vertisers controlled distribution. One newspaper—and 
only one—covers this market to saturation. Write for 


free market data book entitled “Test Town, U.S.A.” 


SOUTH BEND, 
IND. 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


PIC 


PIC gives you the 
peak years, 18-35 


The PIC years are the buy- 
ing years— whether you're 
selling pipes, apparel, cars 
or radios. Men in the PIC 
years, for instance, buy 
more houses, more insur- 
ance, more hair prepara- 
tions than in any compa- 
rable age period. Young, 
open-minded — with in- 
comes increasing along 
with their needs—PIC’s 
more than 600,000 men 
readers are eager to buy 
and easy to sell! 


RICHARD J. DEAN 


President 
M. LINKMAN & CO. 


@ “Because PIC covers the Young Men’s market so thor- 
oughly, we have found it to be an excellent advertising 
medium for Dr. Grabow Pre-Smoked Pipes. Young men 
especially know that it looks smart to smoke a pipe. That's 
why they respond so enthusiastically when we say “Men, 


get the smart look ...smoke a Pipe.” 


PIC....The Magazine for Young Men 


Street & Smith Publications, Inc., New York 17, N. Y. 
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CBS ‘Accents Ideas’ 


to Revitalize Radio 


Paley Sees Star Rule 
Supplanted by More 
Creative Programs 


By LAWRENCE M. HUGHES 


New York—‘“The difference in 
over-all listening between NBC 
and CBS,” said William S. Paley, 
“is due chiefly to two or three 
stars on NBC.” 

The two or three, added up, may 
turn out to be a somewhat larger 
list: Jack Benny, Fred Allen, Fib- 
ber McGee, Bob Hope, Charlie 
McCarthy, Amos ’n’ Andy, among 
others. And on the CBS side there 
has been mainly “Lux Radio Thea- 
ter” which Mr. Paley explains 
however, is “consistently the most 
popular program on the air.” 

But the point made by the slen- 
der, active greying man who 20 
years ago as a callow youth moved 
into control of the floundering new 
Columbia Broadcasting System, 
and who is giving the RCA-NBC 
combination a tougher-than-ever 
run for its money, goes deeper. 

For most of these two decades 
radio rode high on popular appeal. 
Advertisers’ expenditures in this 
new medium mounted year after 
year. Program “packages” of ac- 
cepted stars could command al- 
most any price. And during the 
war—which itself helped to bring 
listenership to new high levels— 
the shortage of paper which 
“froze” other media pushed net- 
work radio gross time sales alone 
to near the $200,000,000 a year 
mark. 

Plenty of Future 


There, for two years, the figure 
has stayed. Actually, it has de- 
clined a bit. Meanwhile, maga- 
zines, newspapers and other media 
have become far lustier competi- 


tors. And in addition radio is 
creating its own competitor in 
television. 


The CBS board chairman defi- 
nitely does not believe that all this 
writes finis to “standard” AM 
network broadcasting. He believes 
that there will be room for both 
radio and TV to grow. In fact, 
after 20 years, he implies that ra- 
dio has just begun to strike its 
stride. “Creative programming,” 
Bill Paley calls it. “Accent on 
ideas.’”’ Stars and performing per- 
sonalities count with CBS, too, but 
ideas come first. 

And in the two and one-half 
years since he returned from the 
war, CBS has completely reorgan- 
ized its program setup; has hired 
a lot of good people and spent a 
lot of good money; has planned, 
worked, experimented, under Pa- 
ley’s personal -direction, to build 
programs that will build listener- 
ship. 

CBS intends to spend more tal- 
ent and money to promote them. 


The Cynics Have Their Say 


Cynics have said that all this is 
merely the fermentation of sour 
grapes. They have also said that 
the people at CBS “devote 90% 
of their time to watching, and en- 
vying, NBC, and only 10% to de- 
veloping CBS.” 

It’s true that NBC has most of 


the stars, some of them “stolen” ]: 


from CBS. And it’s true that these 
stars are still ringing the bell. But 
the CBS people point out that a 
half-dozen stars are a shaky foun- 
dation for a $65,000,000-a-year 
business. They imply that it’s 
lucky for NBC that most of them 
are still healthy, despite advancing 
years. 

Meanwhile, CBS is going ahead, 
building and controlling its own 
programs, commercial and _ sus- 
taining, and promoting itself, not 
as an agglomeration of names, but 


'as a network with a personality 
and a purpose—which incidentally 
is heard regularly by 99,000,000 
people. 

Profit Picture Good 


These policies, it might be noted, 
were not forced on CBS by de- 
clining sales. For years CBS sales 
were ahead of either the NBC Red 
or Blue networks. Since the Blue 
became the American Broadcast- 
ing Company, CBS has ‘run neck- 
and-neck for sales leadership with 
NBC. 

CBS net sales (including Co- 
lumbia Records) for the 53 weeks 
ended last Jan. 3 were $74,261,- 
645, after time discounts, agency 
commissions, etc.—or more than 
$7,000,000 higher than in the 52 
weeks ended Dec. 28, 1946. Its 
net income, after taxes, rose in 
this period from $5,795,896 to $5,- 
920,104. The phonograph - record 
part of total net income—due 
largely to difficulties imposed by 
one James Caesar Petrillo—de- 
clined from almost one-half to less 
than one-third of it. Apparently, 
broadcasting still paid. 

In May, 51 advertisers were 
sponsoring 76 programs through 
31 agencies, over 28 to 163 CBS 
stations in this country, and some 
of them also on as many as 30 
stations in Canada. 


Weak on Package Deals 


These 51 advertisers are invest- 
ing in CBS at an average annual 
net rate of, say, $1,000,000 each. 
Eleven have more than one show 
on CBS: Procter & Gamble, 10; 
General Foods and Lever Brothers, 
four each; Toni hair preparations 
and Whitehall Pharmacal, three 
each; Borden, Coca-Cola, Colgate- 
Palmolive-Peet, Manhattan Soap, 
Pet Milk and Reynolds Tobacco, 
two each. 

Of the 37 agencies listed by AA 
as billing $10,000,000 and more in 
1947, 22 currently place business 
on CBS—led by Young & Rubi- 
cam, with nine shows; Dancer- 
Fitzgerald-Sample, seven; Foote, 
Cone & Belding, six; Batten, Bar- 
ton, Durstine & Osborn, five; 
Benton & Bowles and Compton, 
four each. 

The number of CBS-developed 
“packages” among these programs 
is still relatively small. But it is 
growing. And so are the audi- 
ences of these shows. 


Listings Developing 


The most recent Hooperatings 
handy at this writing (for the 
week of May 1-7) listed as the 
first three of the top 15 “Lux 
Theater” (CBS); Walter Winchell 
(ABC) and “Arthur Godfrey’s Tal- 
ent Scouts,” a CBS-developed 
package first sponsored last July 
by Lipton’s Tea. Sixth among the 
15 was ‘“‘My Friend Irma,” another 
CBS package, sponsored by Swan 
soap since last August. 

Variety commented: “Some ob- 
servers are ready to read into the 
new standings a long - predicted 
inclination on the part of dialers 
to slough off the stereotyped com- 
edy routines that have been pac- 
ing the Hooper sweeps for years. 
Straw in the wind, it’s felt, is the 
steady climb of ‘My Friend Irma’ 

” 


Other CBS packages now spon- 
sored include the “Arthur God- 
frey Show,” by Chesterfield cigar- 
ets; “Crime Photographer” and 
“Give and Take,” by Toni; “Eric 
Sevareid and the News,” by Met- 
ropolitan Life; “Strike It Rich,” 
by Luden’s, and “General Electric 
ed sponsorship of “mr. ace & 
Jane” on June 4. 

The much-discussed “Studio 
One” probably will be sold soon. 


Fourteen “summer shows” al- 


Houseparty.”’ General Foods start- | 


ACCENTING IDEAS—William S. Paley, 
chairman of the board of CBS, in an 
idea-ful moment. Mr. Paley regards 
“creative programming’ as his primary 
responsibility. 


ready have or are scheduled to 
take over CBS this season. Net- 
work officials expect some of them 
—such as “Who-Dun-It?” and 
“Sing It Again,” two new give- 
aways—to last past the vacation 
season. 

“Catch Me If You Can,” which 
started out as a warm weather 
sustainer, already has been picked 
up by De Soto-Plymouth dealers 
starting June 29. 

But the network also takes its 
public service program job at least 
as earnestly. CBS is the only net- 
work which has two program 
vice-presidents — Hubbell Robin- 
son Jr., for entertainment, and 
Davidson Taylor, for public af- 
fairs. One program department 
general manager, William Fine- 
shriber, administers the whole 
schedule. 

The men directly in charge of 
programs also are top echelon ex- 
ecutives. The usual CBS divi- 
sional title is “director,” but the 
documentary unit, under Taylor, 
has a “chief” and an 
chief.” Robert P. Heller, former 
chief, has just been made execu- 
tive producer in New York. Sam 
Abelow is associate chief of the 
documentary unit. 

Paley’s principal personal con- 
cerns are now programs. He is 
chairman of both the program 
board, formed two years ago, and 
the recently organized television 
board. The program board meets 
fortnightly, the TV board every 
Friday morning. 


Serve on Board 


In addition to Paley the pro- 
gram board is composed of Frank 
Stanton, president; Joseph Ream, 
executive vice-president; vice- 
presidents Howard Meighan, Wil- 
liam C. Gittinger (sales), Victor 
M. Ratner (promotion), James M. 
Seward (operations), and Robin- 
son and Taylor; Fineshriber; Oscar 
Katz, research director; Robert 
Mann, commercial program sales 
manager; and Robert J. Landry, 
secretary of the board. 

The TV board is composed, 
among others, of Paley, Stanton, 
Meighan, Ratner, and J. L. Van 
Volkenburg, recently named v.p. 
for television. 

The home office program de- 
partment has now developed a 
Hollywood “outpost,” with Harry 
Ackerman recently succeeding Er- 
nest Martin as director. Although 
this unit works with Donald 
Thornburgh, West Coast v.p., it 
is responsible to New York. 


Program Structure Revised 


CBS has revised its public serv- 
ice program structure for further 
emphasis on documentary and 
“actuality” broadcasts. The pub- 
lic affairs productions henceforth 
will be designed for general fam- 
| ily listening. In this connection, 
the network'has dropped “School 
of the Air,” because Mr. Taylor 
said, it “had now outlived its use- 
fulness.” 

In a realignment of the public 
affairs staff, Gerald F. Maulsby 
| becomes assistant director of pub- 
lic affairs, and Mr. Taylor’s dep- 
/uty. Theodore F. Koop is desig- 
‘nated director of news and public 


“associate 


affairs, Washington. He will re- 
port to Wells Church, director of 
CBS news, for reportorial and an- 
alytical broadcasts, and to Robert 
Hudson, director of education and 
opinion broadcasts, for talks and 
forum programs originating in the 
nation’s capital. 

Werner Michel, formerly assist- 
ant to the director of programs 
and more recently producer of 
educational broadcasts, is named 
director of production, public af- 
fairs. 


Tells His Philosophy 


At the National Association of 
Broadcasters’ meeting in Chicago 
in October 1946, a year after his 
return from war service, Bill 
Paley told some things that were 
right and some that were wrong 
with radio. 

“First and primarily,” he em- 
phasized, “radio is a mass medium 
which must serve the masses. Next 
and secondarily, it is a medium 
which must also serve the spe- 
cialized needs of minority groups.” 

He found then an “eminently 
sensible division of radio time and 
program emphasis between major- 
ity and minority tastes.” Yet, “if 
any individual were forced to 
listen to all the programs arrang- 
ed in any given week for his par- 
ticular minority taste, he would 
(find) an abundance rather than 
a scarcity.” 


Wants Discriminating Listeners 


But he admitted that much 
criticism against radio—specific- 
ally “advertising excesses” and 
the ill-advised handling of mys- 
tery programs—was justified. 

He urged on the broadcasters 
the importance of encouraging 
“intelligent discrimination. l 
should like to see people angry 
.. at particular stations, particu- 
lar programs, particular offenders, 
and not at all radio.” 

And he urged then a strong 
code, widely publicized. 

The NAB at Los Angeles has 
just endured the birth pangs of 
still another code . .-. which may 
last for some stations only until 
an advertiser appears with enough 
of a schedule to violate it. 

Bill Paley believes that a pre- 
requisite to any written code is a 
sense of public service and public 
responsibility. CBS is trying to 
build programs which will inform 
and stimulate, as well as enter- 
tain, the mass of the public. Bill 
Paley believes that the network 
should have a greater creative as 
well as controlling function over 
what is broadcast over “its” air. 


Leads in Social Approach 


All of this, of course, is not new. 
CBS has long worked to strengthen 
the “editorial content” of radio. It 
won recognition for the “Colum- 
bia Workshop,” Norman Corwin 
series, and among others, for 
“Open Letter to the American 
People,” which dealt with the De- 
troit race riots. 

Despite government controls, 
which prohibit “editorializing,” 
Mr. Paley said, “there are still 
many big problems — everybody’s 
problems—on which we can lend 
a hand. We have the freedom to 
dig into these problems and to 
dramatize them. We cannot es- 
pouse one political candidate 
against another, but there are still 
a lot of big things we can fight for 
and help to get action on. 

“In tackling them we at CBS 
believe that we’re helping radio, 
and America—as well as satisfy- 
ing our own conscience.” 


Produces 10 Documentaries 


Currently the CBS documentary 
unit is producing 10 super-shows 
a year. “Report Card” dealt with 
the nation’s neglected school teach- 
ers. “Life Begins at 40” damned 
'the viewpoint that older workers 
have no place in industry. On May 
(22 CBS broadcast “Arrows in the 
|Dust,” which sought fair treat- 
ment for the nation’s 400,000 In- 


CBS’ Video 
Outlay to Date 
Is $9,000,000 


New York—Columbia has 
invested $9,000,000 in television 
and has broadcast 5,000 hours 
of black-and-white telecasts. 

This fact was made public by 
Adrian Murphy, vice-president 
and general executive of CBS, 
at a field hearing before the 
FCC in San Francisco. He tes- 
tified in relation to the net- 
work’s application for a video 
license in San Francisco. 

Mr. Murphy said WCBS-TV, 
New York, currently employs 
271 persons and is telecasting 
an average of 25 hours weekly. 
This costs the station between 
$15,000 and $16,000, or about 
$615 per hour. 

He estimated that Columbia, 
if granted a San Francisco sta- 
tion, would lose about $500,000 
during the first year of opera- 
tion, making allowances for 
potential income. 


dians. It told the story of a young 
Navajo, an ex-GI, whose country 
forgot him after V-J Day. 

Each documentary program, 
Paley explained, takes from three 
to six months’ work. “We give 
them good research, writing, cast- 
ing and direction, and good time. 
Frequently we cancel sponsored 
programs to get the right spots for 
them. 

“When we’ve made a show 90% 
‘right?’ we send the script of it 
with advertising material to each 
station three weeks ahead of 
broadcast date. 


Stations Like the Programs 


“Our affiliated stations like 
these programs, and promote 
them. We’re beginning to get rat- 
ings for our public service shows 
that compare with long established 
commercial shows. Our best rat- 
ings on these shows are twice 
what they were two years ago.” 

In addition to the big documen- 
taries CBS continues to strengthen 
its regularly broadcast public serv- 
ice programs. Among the best re- 
ceived of these are “Doorway to 
Life,” on children’s problems, and 
“CBS Is There,” historical close- 
ups. 

As for the package shows being 
produced for sale: ‘“We’re not be- 
littling the role of advertising 
agencies and package show pro- 
ducers,” Bill Paley said. “But we 
believe we have a bigger job—a 
really creative job—to do here. 
We’re going to build a lot more of 
these shows, and to continue to 
control them once they’ve been 
sold. 

“We want CBS to mean more 
to listeners.” 


Promotion Increased 


The network has increased busi- 
ness paper advertising substanti- 
ally since Vic Ratner moved back 
to the promotion helm last year. 
Local stations are tying-in more 
actively. The network’s package 
and documentaries getting 
more play in radio columns. And, 
in addition, Mr. Paley said, CBS 
is considering the launching of a 
magazine campaign. 

He would not divulge the 
amount of the advertising budget, 
but it is much larger than last 
year’s. 

Through this campaign CBS 
hopes to get people. to “listen 
CBS”—and to recognize CBS. As 
Mr. Hooper would testify, they 
can usually tell you the program 
they’re listening to, (sometimes 
the product it promotes!) and 
quite often the station. But the 
network which carries it is, in 
their minds, dim and vague. 

Mr. Paley ‘confessed: ‘“We’re 
still getting blamed for things on 
other networks that people don’t 
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like, and they’re getting praised 
for some things we do!” 

CBS intends to be as much a 
creative program force in televi- 
sion as it is in radio. 

As in radio 20 years ago, TV is 
developing today by “trial and 
error— with the difference that 
trial and error in television is 
much more costly. Television has 
had to start, programwise, more 
nearly ‘full grown.’ Its errors, 
and its amateurishness, therefore 
make it look worse.” 

FM radio Bill Paley regards as 
merely a “substitute method of 
listening to AM.” But TV is 
something altogether’ different, 
and vastly more complex. 


Place for Both 


He is not sure that TV ever may 
completely replace radio. Of 
course, “the novelty angle of it” 
will attract millions. And improv- 
ing TV programs doubtless will at- 
tract millions more. But even if 
the present 300,000 receivers are 
trebled to 1,000,000, as predicted, 
by next Jan. 1, TV will still have 
only 1/60th of the present number 
of all types of radio receivers in 
use, and will still reach directly 
only 1/40th of all the nation’s fam- 
ilies, 

The present TV sets are in a 
score of widely-separated areas— 
except around New York-Phila- 
delphia-Washington. And CBS of- 
ficially has said that “network cov- 
erage and network service are es- 
sential to television—far more 
even than in radio—to amortize 
program costs to the point of mak- 
ing them quickly profitable to ad- 
vertisers and stations alike.” 

Meanwhile, CBS, like every 
other network, and every TV sta- 
tiorr owner, is heavily in the red 
on television, with even bigger 
losses looming before they start to 
pull out. 

Four CBS-TV stations are now 


CBS documentary unit, who has 


PROGRAM CHIEFS—CBS has two program vice-presidents—Hub- 
bell Robinson Jr. (left), for entertainment, and Davidson Taylor, for 
public affairs programs. At right is Robert Heller, former chief of the 


New York. 


been made executive producer in 


connected by line, Paley explained, 
and 15 will be connected within a 
few months. He predicted a coast- 
to-coast CBS-TV network “soon.” 

But by then millions more dol- 
lars will be poured into the new 
medium. 

Recently CBS—which since the 
war had lagged behind NBC in 
telecasting facilities — opened in 
New York the largest TV studio. 

(The reason for the “lag” was 
that CBS gambled on and worked 
very earnestly for color television. 
“We argued,” a CBS executive ex- 
plained, “that it was wiser to wait 
a year or so and start with color 
at the outset of the new industry 
than to let black and white go 
ahead and delay color 15 years or 
more.’’) 


Makes Up for Lost Time 


Announcing station plans in a 
current four-page business paper 
insert, under the headline, “. . 
more than meets the eye,’’ CBS 
tried to make up for lost time by 
showing that as of April 15 the 
CBS-TV network had three oper- 
ating affiliates serving 11 cities of 
100,000 and more and seven of 
more than 60,000 population. 

Approved by FCC were nine ad- 


|ditional TV affiliates. Applications 
|were on file for 30, and 29 other 
CBS affiliates stood ready to apply. 

Thus, within the fairly close fu- 
ture, CBS-TV would be serving 
74 100,000-and-up and 120 60,000- 
and-up cities, or respectively 67% 
and 60% of all U. S. cities in these 
population groups. 

But the CBS present realities 
are in New York, Philadelphia and 
Baltimore. And the nine author- 
ized are in Binghamton, N. Y., 
Charlotte, Cincinnati, Columbus, 
Dallas, Dayton, Indianapolis, 
Louisville, and Stockton, Cal. 

Meanwhile, through a deal with 
the Washington Post, CBS expects 
to break into the Capital soon, with 
WTOP-TV. A _ similar arrange- 
ment has been worked with the 
Los Angeles Times, for joint op- 
eration of KTTV, there. CBS has 
no Chicago license yet, but an ap- 
plication has been filed for WBBM- 


‘|TV. 


Lost Fight for Color 


Bill Paley is not inclined to be- 
lieve that, even when TV goes 
across the board, families will con- 
centrate on it to the complete ex- 
clusion of radio: 

“There’ll be room for both, I 


think. Different members of a 
\family will want to see and hear 
different things. Also, radio, for 
| example, did not eliminate read- 
|ing. With radio, as in books, we 
|create the images in our own 
‘minds. Television dramatization is 
|more like stage dramatization— 


; | with the advantages, and the ob- 


|vious stiffness and inflexibility, of 
the stage.” 

When most of the radio industry 
was concerned, technically, with 
improving the size and clarity of 
TV images in black and white, 
CBS worked for years on color. 
Last year the FCC ruled out color. 


Push Ahead in One Color 


But Paley told AA that “color 
television definitely is not dead.” 
CBS and others are still working 
on it. “Color is coming back,” he 
predicted. “Before too long, and 
with the help of others who have 
worked on color, we’ll prove our 
case.” 

He would not say how much CBS 
has spent on color TV under Dr. 
Peter C. Goldmark, director of en- 
gineering, research and develop- 
ment. To another question, he re- 
plied that CBS has no plans at 
present to engage in set manu- 
facture. 

But other CBS executives said 
that “the laboratory experiments 
which continue on color television 
are strictly minor in the TV pic- 
ture today. The new FCC hearings 
on ultra high frequencies—which 


CBS, of course, will reassert its 
arguments. But many believe that 
black and white has gathered too 
much momentum to be arrested at 
this stage.” 


Advertisers Experiment 


tisers’ willingness to experiment 
with TV and to pay for TV time at 


alone could accommodate color | 
TV—are scheduled for Sept. 26. | 


A heartening factor is adver-| 


rates per 1,000 homes or “lookers” 
far beyond those of other media. 
The number of TV sponsors is 
growing ... and so is their re- 
sponse. 

In this connection AA asked 
whether there’s “increased spon- 
sor resistance to high budget 
shows in radio.” CBS sales exec- 
utives said no; it all depends on 
productivity. Some high-priced 
stars have had to slice their prices 
to fit their ratings, but others still 
apparently earn their fancy pay. 

But William S. Paley believes 
that CBS package shows, among 
other advantages, are “cheaper.” 
Selling not merely names but 
“ideas” in radio and television en- 
tertainment, he concluded, the Co- 
lumbia Broadcasting System is 
trying to provide better values all 
around. 


Appoints Van Horn 

J. Edward Van Horn Jr. has 
joined the advertising staff of Na- 
tion’s Business, where he will be 
in charge of the Detroit office. 
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When Uncle Bill Jenkins makes a mistake, it makes 
the newsreels. And everybody makes money. 

Like the classic abofit furrier Zlotnick and the 
potatoes. You remember the story: a WTOP listener 


Warner-Pathe newsreel feature.. 
Pathfinder, Business Week, AP, and leading papers. 
He also got about 497 new customers. As for Uncle 
Bill, he gets 33% more listeners than any competing 
program, 6:00 to 7:00 A.M., Monday-Saturday. 
(Crossley, March 1948) 

Getting big results is an old story to sleepy, 
fluffing, adlibbing Uncle Bill. Renewal sponsor 
Willys of Washington, Inc. says (for example) : 
“We have received inquiries from as far away as 
West Virginia, from people who seem to be regu- 


You'll profit if you spon- 
sor some of Uncle Bill's 
“mistakes.” Ask Radio Sales 


Represented by Radio Sales... 


Radio Stations Representative, CBS 


raced into Zlotnick’s with a cabload of spuds and 
demanded a beaver coat.“Uncle Bill just said so!” 
he insisted. “He said the price was 497 potatoes!” 

He got the coat. Zlotnick got headlines: a 


.and_ stories in 
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Esso Appoints Hope 


Stanley Hope, president and 


general manager of Gilbert -& 
Barker Mfg. Company, West 
Springfield, Mass., since 1932, 


has. resigned to become executive 
vice-president and a director of 
Esso Standard Oil Company, New 
York. No successor has been an- 
nounced at Gilbert & Barker. 


Appoints Reeves 

Raymond Reeves, formerly re- 
search expert on the plans board 
of J. Walter Thompson Company, 
New York, has been named re- 
search director of the San Fran- 
cisco Bay Area Council. 


Gets Carnegie Account 

Hattie Carnegie, Inc., New York, 
women’s clothing, has appointed 
the Muriel Johnstone division of 
Hixson-O’Donnell Advertising, 
New York. 


Takes more than luck 
to reproduce detail 
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The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


American Central 
Fights Ignorance 
at Point of Sale 


Aids for Salesmen 
Key of Plan Backing 
Disposer, Ventilator 


CONNERSVILLE, INpD.—Like other 
appliance makers with newfangled 
products, American Central di- 
vision of Avco Mfg. Company has 
found that sales potentials some- 
times merely stay potentials be- 
cause people don’t understand how 
the appliances work. 

To meet this problem of cus- 
| tomer standoffishness, American, 
maker of kitchen equipment, in- 
cluding ventilators and a waste 
disposer called the Disposer, is 


pinning its hopes primarily on a 
/merchandising campaign empha- 
| sizing point-of-sale aids. . 

| The core of the problem is fa- 
|miliarity of both customer and 
|salesman with the other appli- 
|} ances. The average salesman tends 
| to try selling ranges, refrigerators 
or sinks, which he “knows he can 
sell,” rather than push a disposer 
‘or ventilator. As to the latter, 
| prospects ask questions as to func- 
tions, efficiencies, quality and the 
‘like which the salesman cannot 
answer except doubtfully. So the 
produets move slowly. 


Made Surveys 


Aware of the problem, Charles 
Reinbolt Jr., advertising and sales 
_promotion manager of American 
Central, decided that the solution 
lies in a training program for 
dealers and salesmen —and that 
such a program would lose a min- 
|imum of effectiveness when put to 
/use at the point of sale. Mr. Rein- 
bolt turned to Carter & Galantin, 


“ever 270,000 


With 98% city zone coverage 
your advertising in the 
Buffalo Evening News 
sells this market — 


easier and at lower net cost. 
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BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 
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SHOWS SOME—Robert Plew, Carter & Galantin (left), describes to Charles 

Reinbolt, advertising and sales promotion manager of American Central divi- 

sion, Avco Mfg. Company, some of the point-of-sale pieces produced by C& 
for American Central. a 


DISPOSER 
Toole. 


- 


Chicago and Los Angeles point- | and includes space for an actual 


of-sale specialist, for the develop- 
ment of the program details. 

Carter & Galantin first surveyed 
the trade to determine: (1) ex- 
actly why waste disposers and 
kitchen ventilators sell so slowly; 
(2) what dealer helps and sales 
stimuli competitors supply; (3) 
the conduct of salesmen when 
questioned about the disposers 
and ventilators, and (4) what the 
salesmen themselves felt they 
needed most to sell these appli- 
ances. 

At the same time, C&G made 
another survey among consumers 
to find out all it could about non- 
users’ attitudes and who are the 
best prospects for these items. 


17 Pieces Tested, Used 


At the same time mechanical 
comparisons were made to de- 
termine competitive features of 
the American Kitchens brand. 

The result was 17 separate test- 
ed pieces and promotion props for 
use at the point of sale. Basic 
piece for both products is a six- 
page chart, in full color, contain- 
ing direct selling copy to be used 
by salesmen when talking to pros- 
pects. Each chart includes sug- 
gestions as to points to be stressed 
by salesmen, who are also supplied 
with a sales procedure booklet with 
reproductions of the charts and 
detailed discussion of points to be 
plugged. 

A series of “take one” folders 
was prepared for each product. 
Each is aimed at a specific type of 
prospect, the “hot,” the “doubt- 
ful” and the “just browsing.” The 
salesman is advised not to hand 
the prospect a booklet until cer- 


 - | tain the customer is not ready to 


order. Booklets are adapted to 
the salesman’s estimate of the de- 
gree of selling required, with gen- 
eral copy for the doubtful pros- 
pect and more detailed and tech- 
nical information for the “almost 
sold” type. The latter for the Dis- 
poser is a miniature cutaway of 
the product, showing food waste 
in successive stages of pulveriza- 
tion, with an explanation of how 
and why the appliance is mechan- 
ically efficient. 


Display Stands Important 


A similarly designed giant cut- 
away with still more detailed in- 
formation was produced to pro- 
vide further information for the 
dealer and his salesmen. 

One of the facts revealed in the 
survey is that booklets and folders 
often are lost or mislaid before 
they ever reach the consumer. To 
avoid this, an attractive metal 
demonstration unit was created to 
provide a handy place for every- 
thing. The collapsible stand is 
compact enough to fit into any ap- 
pliance department and is con- 
structed to hold the sales chart at 
eye level, contains side pockets for 
each of the consumer booklets, 


model of the product itself. 

Following through after sale, 
the company gives the buyer its 
product guarantee. This makes 
the housewife a member of the 
“American Kitchens Club,” en- 
titling her to receive booklets con- 
cerning new products and new 
ideas for improving her home and 
kitchen. To support the dealer, 
the instruction booklet suggests 
purchase of other American 
Kitchen products from the same 
dealer, and assures the buyer that 
her dealer is best equipped to 
handle repairs if they should be 
needed. 


Plan Sold to Salesmen 


Through sales meetings and 
training classes in all major cities, 
the program was “sold” to all ele- 
ments of the distribution chain, 
from the factory on down to the 
salesmen in the retail store. Dis- 
tributors were shown the plan at 
a recent national meeting here. 
Result of this meeting was that 


distributors who had previously 
considered themselves “stuck” | 
with more than they could sell, | 
ordered all available disposers and 
a large number of ventilators. 
Although the plan was just 


launched nationally June |, 
American Central is certain that 
a substantial gain in sales will be 
achieved if only because salesmen 
are better informed and more con- 
fident. 

From results already felt, the 
company “is convinced it is far 
more effective and less costly io 
include a more extensive poin'- 
of-sale campaign in the budget, 
even to the exclusion of a certain 
amount of national advertising in 
consumer publications.” 


U. S. Rubber 
Shifts Telecasts 


“At Liberty,” which United 
States Rubber Company has been 
televising over WFIL-TV, Phila- 
delphia, will be carried over the 
NBC network starting June 25 
The show, starring Jacqueline 
Turner, will replace “U. S. Roya! 
Sports Time,” now aired Fridays 
at 8 p.m., EDT. Campbell-Ewald 
Company handles this account 
Commercials on the show will be 
devoted to footwear. 

U. S. Rubber distributors are 
carrying video spots for tires in 
several cities. 


Callis Promoted 


Ted E. Callis, advertising man- 
ager of the Wall Street Journal, 
New York, has been appointed ad- 
vertising director of the news- 
paper and is now in charge of ad- 
vertising sales, promotion and pro- 
duction for the national edition. 


Editors Elect Taylor 


Kay Taylor, editor of “AM,” a 
publication of the American Mu- 
tual Liability Insurance Company, 
Boston, has been elected president 
of the Massachusetts Industria! 
Editors’ Association. 


@ EXPORT @ 
TRADE « SHIPPER 
Circulates in the U. S. A. 
It is read 
by Export Managers 
of 


LEADING AMERICAN 
MANUFACTURERS 


GOOD LISTENIN’ 
MAKES GOOD READIN’! 


Miami Hooper - December through April 


It's the Same Sweet 


Story - WIOD first... 


Right down the line! 


Notional Representatives, 
GEORGE P. HOLLINGBERY CO. 


Southeast Representative 
HARRY E. CUMMINGS 


JAMES M. LeGATE, General Manager 


5,000 WATTS + 610 KC + NBC 


All WIOD programs are now 
duplicated on WIOD-FM 
Sign On To Sign Off! 
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Beck Engraving 


Wins Four Art | 


Directors Awards | 


Austin Explains Video 
to Televiewers 

The Austin Company, Cleve- 
land, designer of television and 


radio stations, has decided that 
television is a good buy. On June 


New York—Beck Engraving | 14 the firm began a series of five- 


Company walked off with four | 
awards when the Art Directors | 
Club of New York presented the 
awards for craftsmanship and re- 
production with its 27th annual 
national exhibition of advertising 
and editorial art. 

The awards in the advertising 
section are as follows: 

Best reproduction from paint- 
ing: Walker Engraving Company, 
reproduction of the Steven Do- 
hanos painting used in the United 
States Brewers Foundation adver- 
tising (J. Walter Thompson Com- 
pany). Best reproduction from 
color photograph: Beck Engrav- 
ing Company, reproduction of 
Ruzzie Green photograph used in 
Pepperell Mfg. Company advertis- 
ing (Benton & Bowles). Best 
black-and-white half-tone: Beck 
Engraving Company, reproduction 
of Lazarnick photograph used in 
Bell Telephone System advertis- 
ing (N. W. Ayer & Son). Best 
black-and-white line engraving: 
Beck Engraving Company, repro- 
duction of Bernard Parlin draw- 
ing for Beck Engraving Company 
house advertising. Excellence in 
reproduction: Ketterlinus Litho- 
graphic Mfg. Company, reproduc- 
tion of Roy Mason water color. 
Excellence in reproduction of Ko- 
dachrome: Einson-Freeman Com- 
pany, display for Fruit Industries, 
Ine. 


Editorial 


Awards in the editorial section 
are: Best reproduction from paint- 
ing: Crowell-Collier Publishing 
Company, reproduction in color 
gravure of Norman Rockwell il- 
lustration in American Magazine. 
Best reproduction from Koda- 
chrome: Conde Nast Engraving 
Company, reproduction of John 
Rawling’s photographs in Vogue. 
3est black-and-white half-tone: 
Royal-Jones Photo Engraving Cor- 
poration, reproduction of photo- 
graph of Diane and Allan Arbus 
in Glamour. Best black-and-white 
line engraving: Beck Engraving 
Company, reproduction in Holi- 
day. Excellence in color reproduc- 
tion: Regensteiner Corporation, 
reproduction of Peter Helck paint- 
ing in Coronet. 


Ruthrauff & Ryan 


Promotes Kenneth Pratt 
Kenneth S. Pratt, who has been 


Section Awards 


with Ruthrauff & Ryan, New 
York, since 1934, has been ap- 
pointed account 


executive for the 
Dodge division 
of the Chrysler 
Corporation. 
From _ 1934 to 
1938 Mr. Pratt 
was New York 
representative 
on the account 
and in 1938 
helped organize 
the agency’s 
Dodge coopera- 
tive advertising 
orogram. 

On his return to the agency in 
1946 after serving with the Army 
air forces, Mr. Pratt was manager 
Dodge field operations in the 
agency’s Detroit office and assist- 
ant account executive in charge 
of cooperative advertising. 


Kenneth Pratt 


To Joseph A. Mullaney 

_ Excerpta Medica, Amsterdam, 
Holland, publisher of 15 monthly 
journals in the fields of clinical 
ind experimental medicine, has 
named Joseph A. Mullaney sole 
idvertising representative in North 
ind Central America. 


Lenzner Appoints Two 


Sol Lenzner Corporation, Buf- 
ialo, has appointed Milton Lenz- 
ner as general sales manager and 
Fred Arnold as sales manager of 
the beverage division. 


minute films on 23 stations in 14 
cities. All operating commercial 
outlets—three each in New York, 
Washington and Philadelphia 
will air the short subjects. 

Filmed at WEWS, Cleveland, by 
Cinecraft Productions, the movies 
go behind the scenes in telecast- 
ing, highlighting what takes place 
in the studio, control room, trans- 
mitter station and mobile unit. 
Fuller & Smith & Ross cleared 
time for the five telecasts, which 
will be seen weekly. 


Davey Elected 

B. McK. Davey, Rudel Machin- 
ery Company, has been elected 
president of the Technical Adver- 
tisers’ Association of Montreal. 
Vice-president is Frank Wright, 
Cockfield, Brown & Co.; secretary, 
Malcolm Byers, Crane Ltd., and 
treasurer, F. B. Thompson, Harry 
E. Foster Agencies. 


Ella Myers Wins 
“Woman of Year’ 
Award from AFA 


CINCINNATI—Ella B. Myers, spe- 
cial advertising consultant and 
former advertising director of 


|General Foods Corporation, was 


inamed “Advertising Woman of 
Year” here 
| Monday by the 
council on wom- 
en’s advertising 
clubs of the Ad- 
vertising Federa- 
| tion of America. 
The award was 
the first in what 
| will probably be 
/an annual series. 
Mrs. Myers was 
presented with a 


Mrs. 
silver pin by Oveta Culp Hobby, 


Ella Myers 


executive vice-president of the 
Houston Post, who served with 
Bruce Barton of BBDO and Henry 
‘Ewald of Campbell-Ewald Com- 


pany as a board to pick “the wom- 
an who has contributed most to|G-E X-Ray. 


advertising and the people in it 
beyond the requirements of her 


job.” 
Mrs. Myers joined General 
Foods as a_ product publicity 


writer in 1930 and in 1946 was 
named associate advertising direc- 
tor. In January of last year she 
|became advertising director, re- 
| tiring April 1 this year. In 1943- 
|44 she served as campaign man- 
ager of the “Food Fights for Free- 
dom” campaign for the Advertis- 
ing Council. Mrs. Myers is also a 
sponsor of the Institute of Profes- 
sional Relations and a member of 
ithe New York Women’s Council. 


| 
| 
| 
| 


| G-E X-Ray Appoints Two. 


| Adolph Rebensburg, formerly 
manager of marketing research of 
'General Electric International in 
New York, and E. Dale Trout, di- | 
rector of the photo-technical sec- | 
tion of the works laboratory of | 
General Electric X-Ray Corpora- 
tion, Milwaukee, have been named 
administrative and technical as- 


‘sistants, respectively, to the mar- |! 


keting manager, R. L. Lefevre, of 


Drake Gets New Title 


Herbert G. Drake, vice-presi- 
of Macfadden Publications, 
,New York, has been appointed as- 
sistant general manager. Harold A. 
| Wise is general manager of Mac- 
| fadden. Mr. Drake joined the com- 
pany in 1937 and was made a vice- 
president in 1946. 


100% COVERAGE OF THE 
LATIN AMERICAN SOFT DRINK INDUSTRY! 


EL EMBOTELLADOR 


The only Spanish language publica- 
tion devoted exclusively to the Latin 
American soft drink industry 
Guaranteed minimum circulation §,000. 
Published quarterly. Jan-Apr-July-Oct. 
KELLER PUBLISHING COMPANY 
80 Broad St., New York 4 
Detroit Penobscot Bidg 
Pacitic Coast: 714 W_Olympic 
Bivd., Los Angeles 


ALSO PUBLISHERS OF THE NATIONAL BOTTLERS GAZETTE 


"I guess the bride’s father is a big shot at 


one of the large advertisin g agenctes”’ : 


OTHER REASONS WHY ADVERTISERS ARI 


WEDDED TO THE CINCINNATI ENQUIRER 
@ The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 
@ The Cincinnati Enquirer carries more advertising linage 
than any other Cincinnati newspaper. 
@ The Cincinnati Enquirer has the lowest milline rate in 
Cincinnati. 
Represented by Moloney, Regan and Schmitt, In 
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It's a Natural 
To the Editor: In your June 7 
issue, William Alexander, of 


Newell-Emmett Company, gra- 


a General Electric headline in ads 
that first ran January, 1948, did 
not originate with him . 
it dates back to kids showing off 
on their bikes. 
Let me concur . 
the kids, too, for it proved a nat- 


Springmaid Fever 


at 4 
This department is a reader’s forum. Letters are welcome. 


|pulpwood and logging magazines. 


|tisers used 


But it’s such a natural expres- 
sion, I’ll bet some other adver- 
it way back when. 


| Right? 
ciously acknowledges the expres-| 
sion “Look—No Hands” used for | 


. and thank | 


ural headline for the Drott Skid-| 


Loader, a machine that replaces 
hand labor in the woods and at the 
mills. Our client, the Drott Mfg. 
Corporation, ran ads with this 
head in the August, 1947, issues 
of Paper Industry & Paper World 
and American Lumberman, and 
through the fall season in other 


JAMES M. COSTELLO, 
Bert S. Gittins Advertising, 
Milwaukee. 


To the Editor: The controversy 
over the “JL” ad was bad enough 
But this morning’s AA| 
brought up something that even 
“JL” (I hope) wouldn’t pull. The 
editorial on the Springmaid line} 
(June 7). 

Brothers (and sisters) of the ad | 
game, I am by no stretch of the) 
imagination a prude nor a “goody- | 
goody,” sut I definitely do not | 
tell my children “traveling sales- | 


man” jokes, and I'll be ¢$%—@% 
if I want them to be exposed to 
languag= that is usually reserved 
for the 19th hole. Maybe they 
will pick it up as they grow older, 
but right now, I’d like to think 
that they’ll have a chance to stay 
sweet and wholesome. If people 
like the Springmaid outfit con- 


|tinue in their work, the Commies 


had better watch their Hoopers 
and Gallups as top-ranking en- 
emies of the nation’s morals and 
institutions. . 

It may be that the copywriter 
who turned out this particular 
nauseating piece hasn’t passed 
through any back alleys recently 
or visited any public men’s rooms, 
but you’d never know it from his 
wording. . . 

I’d like to meet this guy, face 


Subscribers Are 
Entitled Something! 


We have no quarrel with those farm papers that give 


premiums to attract circulation. 


to something. 


The subscriber is entitled 


The Weekly Kansas City Star spends no money on 


premiums. But it does invest a lot of money in those edi- 


torial services that help farmers run their farms. 


It prints 


the technical articles, the practical farm information, the 


market facts that farmers want. It prints them every week 


—not just once or twice a month. 


Without premiums The Weekly Star has more paid 


subscribers in Missouri and Kansas than the farm papers 


that use premiums. 


The lead is not narrow. It is wide. 


Che City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


441.392 Paid-in-Advance Subseribers 


Advertising Age, June ,» 1945 


to face in broad daylight. I might;upon his putting bad advertising 
get the blazes whipped out of me,|after bad and basking in that 


but I’d have the satisfaction of | 
kicking him where it would do| 


the world ‘and civilization most 


good... 
Ya’ damn right I’m mad! 
F. X. CURRAN, 
Chicago. 


[Editor’s Note: For the benefit 
of any readers who may be con- 
cerned about the editor’s safety, 
we'd better make it clear that Mr. 
Curran is not “mad” at the edi- 
torial, but at the Springmaid ad- 
vertising phraseology which the 
editorial deplored. | 


The Spotlight’s Green 

To the Editor: Your editorial 
on a false bottom and bust bucket 
advertising inspires comment. The 
advertisement, without doubt, is 
both peculiar and repulsive. That 
it has prompted people to ask its 
meaning proves only that many 
are not familiar with its beery 
burlesque-house air. 

When an advertiser depends 
upon the unusualness of his vul- 
garity to attract attention, his next 
move becomes automatic. After 
allowing a certain period for con- 
troversy, he declares the ad to 
have been so successful that he 
intends to repeat it. 

He generally does. For if he} 
doesn’t, he sacrifices the notoriety 
already purchased. It may take 


him some time to see that the ad | 
has not been as financially suc-| 
cessful as he had thought. But for 
the present, everything depends | 


lime-green light which, in theat- 
rical productions, is used to make 
the repugnant more repugnant. 

We went through the same 
thing with JL, whose attention- 
getting device depended upon so 
slight a thing as the initial of his 
last name rhyming with Hell. The 
controversy was created, the ad 
proclaimed a success and repeated. 
It is a familiar pattern—tiresome 
to many, delightful to some. 

MorETON ABBOTT, 
Copy Director, Lynn Baker, 
Inc., New York. 


For Hudson Only 


To the Editor: Being a consis- 
tent reader of your good publica- 
tion, I always get a kick out of 
your feature, the Creative Man’s 
Corner. 

I particularly enjoyed the one 
in your issue of May 10, taking 
the automobile companies to task 
because their current advertising 
doesn’t contain any definite in- 
formation regarding the product, 
and leaving the impression that 
all automobile advertising is alike. 

With this in mind, we thought 
you would be interested in the 
attached proofs of two current ads. 
These are the first two of a series 
of three running in _ national 
magazines and newspapers during 
May, June and July. The ads are 
designed to tell the important 
story of Hudson’s “step down” 
principle and the advantages it 
brings to the motorist for the first 


CORONET ADVERTISERS 


in 1948 include 
the following 


products 


— 


These advertisers 
enjoy the lowest 
rate in multi-million 


magazine history: 


Ce TS" 
TS 
"4 


Anti-freeze 
Athletic Equipment 
Automobile 
Automobile 
Accessories (2) 
Book Publisher 
Coffee 
Dentifrice 
Electric Range 
Ethical 
Proprietary 
Foundation 
Garments 


Fountain Pens (2) 
Gas Range 
Insurance 
Language Course 
Mattress 

Men’s Apparel 
Men’s Toiletry 
Prints 

Radio 

Railroad 
Refrigeration (2) 
Watch 


may, 


$1.75 per M 


of guaranteed circulation 
—and on delivered circulation, 


$1.39 per M in b. & w. 
2,500,000 QUALITY circulation 
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Come get the fell story of The of “Stepping 


time in any car. 

After looking them over, I am 
sure you will agree that other| 
manufacturers could not run them | 
over their signature. | 

M. M. Roserts, 

Director, Advertising & Mer- 

chandising, Hudson Motor Car 

Company, Detroit. 

P.S. Tying up with the adver- 
tising, our dealers throughout the 
country have available a new 
booklet entitled Importance 
of Stepping Down,” which gives 
the complete story as covered in 
the series of three ads. 


Ad Librarians Pool 


Market Data Sources 

To the Editor: Your editorial 
on the lack of libraries collecting 
marketing research material in) 
the May 17 issue and the May 24) 


of a simple way to sell through 


other too numerous prize offers, 
they will follow it as an example 


advertising? 
FRANK G. HUBBARD, 

Assistant to the Publisher, 

Gary Post-Tribune, Gary, Ind. 

[Editor’s Note: The Rough’* 
Proofs item mentioned an adver- 
tising illustration showing two 
youngsters comparing notes on the 
length of their shirttails, and said, 
“If you can identify the once 
famous soap advertiser who used 
it... you’re a real old-timer.’”’] 


Morrell Goes on Record 


To the Editor: John Morrell & 
Co. had its beginning in England 
in 1827. It is now the oldest and 
fifth largest of America’s meat 
packing firms. 

During 1947 the company ob- 


listing of marketing material both | Served its 120th year in business. 
present a challenge for comment. | In recognition of that milestone a 

Many marketing men have rec-| history of John Morrell & Co. was 
ognized this need and so maintain compiled and written by Mr. L. O. 
a special library and librarian to| Cheever, editor of “The Morrell 
collect, evaluate, and provide elu- | Magazine,” and was printed in the| 


sive material when it is needed.|12 instalments of. the magazine | 


Some of these librarians have for| @uring the year for the en 


the past two years pooled their 
sources in a monthly publication | 
called “What’s New in Advertising | 
Libraries.” I am proud to say 
that a comparison of ‘“What’s| 
New” with your listing reveals we | 
have missed very little! 

I think you could do marketing 
men an additional favor by sug- 
gesting they hire a special libra-| 
rian to save them time and con- 
stant research for sources. May I 
suggest you refer them to Mrs. 
Kathleen Stebbins, Secretary, Spe- 
cial Libraries Association, 31 East 
10th St., New York 3, N. Y., for| 
further information? 

Your listing is fine. We will! 
want to see more such. It might 
be more useful for a longer time 
if it were classified by subject as 
well as geographically. And, dates | 
on research materials often affect. 
their usefulness! 


ANN WEST, 
Chairman, National Advertis- 
ing Group, Special Libraries 
Association, New York. 


Lesson in History 

To the Editor: At the risk of 
divulging the number of years it 
took me to acquire all my 
wrinkles and rapidly thinning 
gray hair, I am going to raise my 
hand to say, ‘““feacher, I know the 
answer to the third item in Rough 
Proofs for June 14. It’s Wool) 
soap.” 

How simple and effective that} 
advertising used to be. You didn’t 
need a slide rule, compass, or an 
analysis by a research organiza- 
tion in order to determine its| 
meaning and intent. 

Can’t you find one of the adver- 
tisements which used to be run 
for Wool soap, have enough copies 
made to distribute to all advertis- 
ing men responsible for the crea- | 
tion of advertising, or the approval 
of copy, so when they run out of 
ideas for giving away millions of 
dollars, whizz bangs, refrigera- 
tors, automobiles, houses and lots, 
trips to here, there and every- 


where with all expenses paid, and 


tion of our employes. 
Believing our stockholders and | 
others too, would be interested in | 
what has happened during the 120 | 
years of the company’s lifetime, | 
extra chapters were printed and 
bound into book form. A copy of} 
“The House of Morrell” is going | 
forward to you under separate | 
cover. We hope you will like it. | 
F. PEck, 
Manager, Public Relations De- 
partment, John 
Co., Ottumwa, Ia. 
[Editor’s Note: Illustrations by 
Elmer Jacobs and historic photo- 
graphs help make this 300-page 
book an unusually interesting com- 
pany record.] 


Suggests Asking the 
Man Who Owns One | 


To the Editor: Regarding Larry | 


_Compton’s letter (AA, May 17) in| 


which he pokes facetiously at our) 
advertisement showing a_ 1948) 
Packard Super Eight Convertible 
and captioned “Hello, Gorgeous!” 
F . he says, “. . . having been 
taught never to swear at a lady, 
will we have to change our habits 
and address the family chariot in 
polite terms? Must we forego 
(cussing out) the old buggy every 
time it developed a quirk. . .?” 
To this our answer can only be: 
You just can’t swear at such a 
car! If Mr. Compton were to Ask 
the Man Who Owns One, he’d cer- 
tainly hear the lucky 1948 Pack- 
ard owner swear BY his car! 
FreD W. ADAMS, 
Advertising Manager, Packard 
Motor Car Company, Detroit. 


= 


S. A. Survey Drew 
Readers’ Attention 

To the Editor: Recently you 
were kind enough to refer to the 
recent Buenos Aires magazine sur- 
vey in the columns of your pub- 
lication. 

As a result we of the EAA re- 
search committee have received 
inquiries regarding the study from 


lication. I wish to thank you in 
the name of the committee for 
your assistance in making this 
type of research abroad more 
widely known in the United 
States. 

WILLIAM Rosert Kapp, 
Secretary, Research Commit- 
tee, Export Advertising As- 
sociation, Inc., New York. 


Grant Has a Taker 


To the Editor: In your May 3 
issue a philanthropist (?) by the 
name of Phillip Grant offers to 
buy the man in the “Corner” a 
complete summer wardrobe for an 
explanation of the Westinghouse 
ads. 

I am neither a man, nor have I 
a “Corner,” but for a complete 
summer wardrobe I’d be willing 
to explain the evolution of Coelen- 
tarata from protozoan stock, much 
less the Westinghouse dictum. 

How about it, Mr. Grant, does 
the offer hold good? 

ANDREA C. FROEHLICH, 
Bronxville, N. Y. 


Buys Out Hedrick 


James F. Simons, vice-president 
of Hedrick & Co., Nashville, has | 


Wells Names Phalen 


Harold O. Phalen, formerly with 
Monsanto Chemical Company, has 


purchased Mac D. Hedrick’s inter- | been placed in charge of technical 
est in the agency. The agency’s | advertising and new business for 
name will be changed to James F.| Wells Advertising Agency, Boston. 


Simons Company, with offices at) en ve 
914 Warner building. ‘Four A’s Elects Lyon 
| The W. D. Lyon Company, 


Scott Joins Malone 


D. W. Scott, for the past 18 
years director of advertising and 
public relations of Bendix-Wes- 


Cedar Rapids, Ia., has been elected 
to membership in the American 
Association of Advertising Agen- 
cies. 


tinghouse Automotive Brake Com- 
pany, has resigned to become ac- 
count executive with Norman 
Malone & Associates, Akron. 


Georgia Layton Named 


Georgia Lee Layton, account 
executive of 


Color Prints 


MADE TO ANY SIZE 


... from your transparency. Ready to use 


Wildrick & Miller, 7 final reese for submission to 
client, and as graving copy. ° 
New York, has been named head 


of the agency’s newly created) 
women’s division. 


work, reasonable prices. . . 


Michaels to Blackstone 

Mike Michaels, formerly with 
General Outdoor Advertising, New = 357 West 63rd Street 
York, has been appointed director ie CHICAGO 


of outdoor advertising for the 
Blackstone Company, New York. 


Phone WENtworth 8868 


NOW... for the first time! 


A BUSINESS 


PUBLICATION devoted expressly to 


management interests and all physical property aspects 


of ALL LEADING BRANCHES OF 


THE AMUSEMENT FIELD! 


A publication devoted primarily to 


architecture, equipment, mechanical 
' and management of real properties. 


EDITIONS-4 


_% STAGE AND SCREEN edition 


addressed to motion picture (including drive-in 
legitimate, 


vaudeville, 
theater 


and newsreel), 
repertoire theaters; 


A PACKAGED OFFERING 
THAT MAKES 


ADVERTISING DOLLARS PAY OFF! 


ALSO for the first time a publication that permits 
the material and equipment advertiser to reach all 
buying segments of the amusement industries— 
across the boards, or by branch, as desired. 


mdintenance 


and 
circuit general 


managers, college auditoriums (dramatic arts 


departments), radio and television studios and 


Variety clubs—25,191 copies. 
* 


lege athletic departments 


8,483 copies. 
DINE AND DANCE edition 


addressed to hotels with cabarets and supper 


SPORTS AND PASTIMES edition 


addressed to sports arenas, hockey rinks, col- 
(stadia and 
houses), baseball parks, ice and roller rinks, 
municipal swimming pools, golf and country 
club presidents, boat and yacht club commo- 
dores, and athletic club (athletic directors )— 


OBJECTIVE: 


To foster and intensify interest and desire on the 
part of ownership and management for modern- 
ization, stricter maintenance and more efficient 
management of properties in the interest of better 
service to patrons, hence greater return from 
investment. 


field 


WHERE PUBLIC INTEREST 
MEANS PUBLIC INTEREST 


clubs, better night clubs, dancing academies, 


public ballrooms—4,503 copies. 


You'll get double sales action when you put your 
advertising dollars to work in these “show win- 


* BOWLING AND BILLIARDS edition ; dow” markets. You’ll not only sell the fabulous 
addressed to bowling establishments and _ bil- amusement industry but in doing so will i “scaeee 
liard rooms, separately and in combination- " 7 in doing so will introduce 
12,929 copies. your products to the millions when they are in 

= their most receptive, impressionable mood. Follow 

* MULTIPLE ENTERPRISE —e these “crowd” markets. Invest your advertising 
comprises a feature section o musement dollars where money is being spent ... when the 
Center, which is identical in all four above . 7 


editions and addressed to entire group—51,106 
copies. 


band is off the baler. 


TO BE PUBLISHED MONTHLY ° ° * 
FIRST ISSUE TO BE DISTRIBUTED IN SEPTEMBER 


interested readers of your pub- 


Write NOW for rate card and copy of our Preview Edition which 
describes Amusement Center in detail and shows why it should be 
on your advertising schedule. 


PUBLISHED BY 


HARRISON TOLER COMPANY, INC. 
225 N. MICHIGAN AVE. CHICAGO 1, ILL. 
TELEPHONE: FiNancial 0639 
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Dallas Rates Increased 


Times-Herald will increase their 


1 | cents Sunday, and the Times-Her- 
ald will be 34 cents daily or Sun- 


Holmes Joins WBAP 


Jack Holmes, formerly with 
James McBride Advertising 
Agency, Fort Worth, has joined 
the commercial staff of Station! 
WBAP, Fort Worth. 


| Slide Film 


to have a 


) The Dallas News and the Dallas Bunting Says NAM 
| national advertising rates, effec- . 7 

ee rate increases are pro- Interest Always 


New Head of Group 
Says PR Will Be 
Factual, Reliable 


By JOHN CRICHTON 


New York—Earl Bunting, the 
new managing director of the Na- 
|tional Association of Manufactur- 
ers, thinks industry’s top associa- 


Cartoon? | is changing, and hopes some- 


which will explain NAM’s view- 
point on national 
the years, and explain the reasons 


subjects over 


(Advertisement ) 


CHICACO 


| 


|for that viewpoint. 
| He foresees no immediate 
|changes in NAM’s approach or in 
its public relations policy, but 
thinks that NAM was considerably 
altered two years ago when it re- 
defined its area of activity, and 
imported vice-president Holcombe 
Parkes to set up a public relations 
program. 


In Mr. Bunting’s view there is| 


'a continuing job of education to 
be done among NAM’s staff and 
members, but he believes that 
since “America’s productivity is 
the hope of the rest of the world,” 
the public at large should be told 
about the way that productivity 


was brought about, and how it! 
should be maintained and in-' 


creased. 
Short on Pomposity 
So far as public relations is 


, asked in newspaper ads has come 
about. The Office of Price Ad- 
ministration, fairly well emascu- 
lated before NAM opened its at- 
tack, has since expired. Of the 
points it sketched as a desirable 
labor platform, only the elimina- 
tion of industry-wide bargaining 
failed to be incorporated—in some 
degree—in labor legislation. Its 
inflation platform has not been 


adopted, but so far Congress has | 
ithe industry accounted for $3.- 


failed to act along any anti-infla- 
tion lines. 

Although NAM is billed as a 
non-political organization, it does 
have platform planks which it 
thinks any political party would 
do well to adopt. These include 
tax overhaul, strict government 
economy, removal of trade bar- 
riers “which are not essential to 
the economic and social well-be- 
ing of the nations concerned,” 


concerned, he thinks that NAM’s| stabilization of currency, reduc- 
statements should have an “aura| tion of the national debt by $2.5 


of reliability. I like straightfor-|pillion a year, protection against 
_ward information, avoiding propa-| monopolies and cartels, no peace- 
ganda.” As an engineer, he says! time 


he distrusts unprovable facts. 

Soft-spoken and pleasant, Bunt- 
|ing is long on charm and short on 
pomposity. He is in his early 
50’s, tanned and relaxed, and al- 
ternates between a Dunhill pipe 
and cigars. 

Characteristically, he doesn’t re- 


gard NAM’s role as defensive, al-| 
though “we have been accused of | 
lot that isn’t He thinks that} 


|NAM acts in the public interest, 
and says that “our one measuring 
stick is, if a thing isn’t in the pub- 
lic interest we aren’t in favor 
| of it.” 

| He maintains that NAM has 
| consistently backed the public in- 


|terest in the past, and recalled | 


|that NAM advocated the prohibi- 
tion of child labor 50 years ago— 


controls, no government 
|housing but legislation to break 
the logjam of building practices 
and codes, and a national labor 
policy which includes the open | 
shop and elimination of industry- | 
wide bargaining. 


Stays with O’Sullivan 


No advertising of these planks 
will be done, if current plans hold | 
up, but Mr. Bunting has outlined 
them in a recent broadcast on 
NBC. 

The shadow of Walter B. Weis- 
senburger, who for many years 
personified NAM, still looms long 


|in the organization. The staff feels 


despite the fact that it was pretty | 


well accepted in those days and 
‘that a good many “hairy-chested 
'free enterprisers’” were in favor 
of it. Similarly, NAM was instru- 
'mental in urging the adoption of 
state workmen’s compensation 
laws, Bunting says. 


Washington Staff Divided 
Did NAM plan to advise politi- 


cal parties in advertising? No,| 


Bunting said, reminding AA that 
NAM is “a nonpolitical organiza- 
tion.” Its large Washington staff, 
Mr. Bunting says, is divided into 
two sections: a legal staff which 
|explains governmental decisions, 
and legislative “reporters.” 

| Four of these “reporters” have 


| been registered as lobbyists, Mr. | 


| Bunting explains, but their real 
|function is to check legislation 


starting in Congress, report the at-| 


titude of congressmen toward 
| pending legislation and _ provide 
'NAM members with advance in- 
| telligence of the chance of pass- 
‘age on any particular bill. 

Bunting moved into NAM May 
1, a paradoxical day to assume 
|the active direction of an organi- 
|zation generally regarded as play- 
ing deep right field. 


Budgets Are Big 
| He took over a humming opera- 
ition. Its membership was at an 
| all-time high, 16,000. Its public 
| relations budget is extensive, about 
| $2,800,000. On its board of direc- 
| tors sit many industrial satraps, 
‘whose holdings in the American 
industrial empire are gigantic. 

Its advertising budget is about 


a certain amount of reverence for | 
Weissenburger, and most of his 
policies will continue. 

But Bunting’s arrangements | 
have at least two differences from 
his predecessor’s: He will con- 
tinue as a director of the com- 
panies in which he has a con- 
siderable interest (chief of which | 
is O’Sullivan Rubber Company, | 
Winchester, Va.), and as a direc- 
tor of NAM (a post he held before 
being selected as its top staff ex- 
ecutive). 

He reasons that these differ- 
ences are desirable. His private 
connections enable him to keep a 
close touch with the problems of 
industry (“I get to feel the hot 
breath of competition on my 
neck”), and his NAM _ board) 
membership will let him form the | 
policies he must carry out. 

In an organization of the size, 
scope and character of NAM, 
there are continuing rumors of 
cliques and divisions in its mem- 
bership and staff. Holcombe 
Parkes flatly denies these; he says 
that the staff is “100% behind 
Bunting.” 


Ad Winners Named 


in Fashion Contest 


The New York Dress Institute 
and Gamma Alpha Chi, national 
professional advertising fraternity 
for women, have named three 
prize winners in their joint con- 
test for the best complete ad cam- 
paign on “That New York Look” 
(AA, Feb. 2, 1948). 

The three winners, Bonnie At- 
well, Michigan State College; 
Shirley Marilyn Lindsay, Univer- 


| sity of Iowa, and Leora E. Zaloric, 


$900,000, split between magazines, | 


'which are currently devoted to an 
‘explanation of how much profit 
companies make and what profit 
|means to a company—and news- 
papers, which are used for fire- 
‘fighting techniques, or for pre- 
senting NAM’s view on particular 
issues, often pending legislation. 

Thus NAM took to newspapers 
to subject OPA to a barrage, to 
|ask for labor legislation and to 
| scoff at the idea that high prices 
|} could cause inflation. 

Either by coincidence or effi- 
| cient copy, most of what NAM has 


also University of Iowa, will re- 
ceive a week’s trip to New York, | 
where they will participate in a 
forum conducted by the editors of 
Charm. 


To Displaymasters 

D. V. Slater, executive of Pan 
Studios, Minneapolis, has joined 
Displaymasters, Inc., Minneapolis, 
as supervisor of the firm’s pic- 
torial and lettering division, which 
handles sales charts, graphs and 
posters. 


Frey Agency Moves 

Charles Daniel Frey Advertis- 
ing Agency, Chicago, has moved 
from 333 N. Michigan Ave. to 230 
N. Michigan Ave. 


‘Bakery Sales Jump 


|products reached an all-time high 


|166.4% over 1939, the last year 


are available. 


;marine motors, and Electronics 
|Park of General Electric, Syra- 
l'cuse, sponsor of the Syracuse 


Advertising Age, June 21, 1948 


166.4% in Nine Years 


Sales of commercial bakery 


of approximately $3,761,236,000 in 
1947, according to a survey just 
completed by Bakers’ Weekly, 
This represents an increase of 


for which Government census fig- 
The bread-cake-pie branch of 
178,937,000. Manufacturers of the 


less perishable biscuits and crack- 
ers accounted for $582,299,000. 


4 to Fellows-Bogardus sir 


Fellows - Bogardus Advertising, § qurin 
Syracuse, has been appointed to Lal 
direct the advertising for Crane the | 
China Corporation, Vega Baja, k 
Puerto Rico, chinaware manufac- § 
turer; Eastern Engineering Com- §the ! 
pany, Syracuse, hardware; Bren- § distri 
nan Motors, Syracuse, inboard § dolla 


Chiefs (International Baseball] 
League). 


in th 
Richn 
of wl 
sales | 
the la 
15% | 
mprev ic 


‘ 


Sink 
lof the 
Feder 
a 
priced 
distric 
sales 
ceding 
Sales 
total | 
oasem 
They tell me it’s true — neen 
furnis 
The past year The Nation's fwear 


In 
Agriculture received 49,580 re- 


quests for dress and needle- [Pepar 

mated 
100,00 
period 
Now if I were a smart adver- | The 
ment’s 
of cha 
to mo 
Nation’s Agriculture circula- 
tion has been going up fast. It J. 40, 


now reaches 1,275,<91 farm fam- 


craft patterns. 


tiser I'd analyze that. 


“, 


947. 


ilies — and that includes over 4 | Lar, 

ane slores 

w eee 

million top farm women tain 

wives of America’s rural leaders. Bhe n 

t ry s 

If you want to reach this ses = 
Influential Million farm families 

—just write George Chatfield of freaer: 

istrie 

‘NITE 

oston 

The Nations 


Bost 


AGBRIGULTURE) 


New ¥ 

Ne 

OFFICIAL PUBLICATION FOR Buf 
New 

1,275,491 Roe! 
FARM FAMILIES OF THE Paulina 


AMERICAN FARM BUREAU FEDERATION hil: 
58 E Washington St., Chicago, Ill. 


Wa 
sales 
the 
| the . 
| ports 
Sto 
Day 
cline. 
rial ] 
| 
| 
| 1 
| 
| | 
| N 
— 
| i 
| — 
we JE N 
S GIRLS 
| ASA place, 
| ON | 19% 
* 
“bj / ff 
J Sor 
Hm-m-m!...™Must be a“SPEND-O-CRAT” 
: 
ENGRAVING COMPANY 


Kansas City District. 10 r? 


> 
3 
4 25 — 


Wichita Be 
Kansas City 3 
St. Joseph 
Oklahoma City . 16 
Dallas District .... 15 13 
Fort Worth ...... 13 
Houston 3 
San Antonio ..... 10 
| San Francisco Dist. § r23 
Los Angeles Area 1 17 
5 24 
San Francisco ... 29 
Portland 
Salt Lake City... 11 ° 
r—Revised 
*Data not available 


Windsor Adclub Elects 
‘Harris President 


W. George E. Harris, head of 
public relations and sales promo- 
tion for the House of Seagram, 
has been elected president of the 


Advertising and Sales Club 
Windsor for 1948-49. 
Other officers include: 


41 | tary-treasurer. 


13 Minneapolis Adclub 


anil son 
—2 |elected president 


“> 1948-49. 


T. -Eric 
Chisolm, Bright’s Wines, lst vice- 
president; Roland E. Doughty, In-' 


-4 |ternational Playing Card Com-;and hunters who used the kit in 
13 pany, 2nd _ vice-president, and tests last season. 

Charles J. Woolcox, Peerless 

= |Countryside Dairies Ltd., secre- Irwin Appointed 


1 


Camden, N. J., 


16 Elects J. Taylor 

19 Jackson Taylor, McCann-Erick- 
vice - president, has been 
of the Minne- 
Club for 


service bureau. Mr. 


apolis Advertising 


Stars & Stripes. 


Joel L. Irwin, formerly promo- 
tion manager of the Courier-Post, 
has joined the 
Louisville Courier-Journal and 
Times as head of the advertisers’ 
pre- 
viously had been officer-in-charge 
of the Middle Pacific edition of 


Newly elected vice-presidents 
- include John Forney, Campbell- e 
Mithun; Willis Brown, Minneapo- 
lis Star and Tribune, and Paul 
Foss, Paul Foss Lithography Com- 
pany. John Heines was elected 
secretary-treasurer. 


remember 


Business 


Gets Game Kit Account 


Liquid Ice Sales Corporation, ; 
distributor of a sportsman’s kit with 
for preserving fish without ice or 
other refrigeration, has appointed 
of | Strang & Prosser, Seattle, to han- 
dle its advertising. Outdoor Life 
and Sporting Goods Dealer are 
scheduled, and dealer helps in- 
clude testimonials from fishermen » 


Ay h Federal Reserve Figures on Department Store Sales 
in 

y just WASHINGTON—Department store| Cleveland District... © 20 8 
feekly. cales for the week ended June 5) Akron 
were off 4% from sales during | Cleveland 6 22 —7 
By oy the corresponding week of 1947, Columbus ....... 8 21 oil 

ich of ports. “Richmond District... 2 8 9 
r $3,- Store closings for the Memorial) Washington ..... 5 
of the § Day holiday were largely re-| Baltimore ....... - + ae. 
crack- sponsible for the year-to-year de-| + 
00. cline. In regions observing Memo-| Miami ...........—8 —1 —2 

rial Day, stores were closed dur- Atlanta .......-. 8 3 14 

ing the week of June 5 this year, 
is whereas the holiday was observed | cyicago District ... 10 19 , 
‘tising, quring the preceding week in ’47.| Chicago ......... 7 12 1 
ted to Largest gains for the week over : 
Baye previous year, as expected, Milwaukee 18 300 
nufac. took place in areas not observing | St. Louis District... 10 19 1 
Com- gthe holiday. The Dallas (11th) | Little Rock Doane 16 10 10 
Bren- |district showed a 13% increase in 
\board dollar volume of sales, sparked) \jompnis 18 
ronics Minneapolis District 

Minneapolis ..... 7 
‘ball ALES INDEX yuluth-Superior.. 18 


1935-39 EQUALS 100 


Week to June 5, . p281 
Week to May 29, ’48*.296 
Week to June 7, °47*. .293 
Mo. of April, ’48....p303 
Mo. of April, ’47..... 277 
of 285 


pPreliminary 
N *Not adjusted seasonally. 


= 


by Houston, which led the cities 
with a 26% rise. San Antonio and 
Memphis were in second and third 
place, respectively, with boosts of 
19% and 18% over sales for the 
same week last year. 

Largest district losses took place 
in the Philadelphia (third) and 
Richmond (fifth) districts, both 
wee pot which reported 9% drops in 
aa sales from 1947. Baltimore showed 

Methe largest loss of any city, down 
15% from the same week of the 
previous year. 


Shift to Cheaper Lines 


Since the winter months, many 
of the merchants reporting to the 
Federal Reserve Board have noted 
a shift in buying to the lower- 
priced merchandise. In the ninth 
district, for example, February 
sales were up 3% over the pre- 
eeding year, but basement store 
sales were 9% greater. In March, 
total sales again were up 3%, but 
vasement sales rose 12%. Heaviest 
duying in the basement shops has 
veen concentrated in the house- 
furnishings and men’s and boys’ 
wear departments. 

In its report on chain store and 
80 re- Pa order sales for April, the 
veedle- FDepartment of Commerce esti- 
mated dollar volume at $2,272,- 
100,000, up 11% above the same 
period a year ago. 


ation’s 


adver- | The rise caused the depart- 
ment’s seasonally adjusted index 
»f chain store and mail order sales 
to move up to a new high of 314 

ircula- [2 April, from the 301 in March 
(1935-39 equals 100). The peak 

ast. It B. 4% above the previous top of 

n fam- established in December, 
947, 

over a Largest gains were shown by 


tores in the durable goods group, 
‘ining twice as much as stores in 
ie nondurable goods line. Gro- 
‘ery stores were up 1%, while eat- | 
ng and drinking places and drug 
stores all were down 2%: 

Yr.-to-Yr. % Gain 
Month Week end. 


>aders. 


h «this 


amilies 


ield of ‘ederal Reserve of May June 
istrict and city April 29 5 
"NITED STATES .. 7 r19 —-4 
oston District .... 1 8 —§ 
New Haven ...... 1 -~ 4 —7 
E Springfield ...... 5 12 0 
Providence ...... 3 —3 
Yew York District... 6 r24 
‘OR Buffalo .......... 7 #21 7 
Rochester ....... 3 27 5 
E 1 r21 —12 
Philadelphia Dist... 6 19 
ERATION ohitadelphia ..... 18 —12 

go, Ill. 


secret!” 


“It’s no secret that | read GOOD HOUSEKEEPING regularly!” More 
young-marrieds read it more regularly than they do any other 


women’s service magazine. (See findings below) 


“Its no secret!” 


“It's no secret that I find GOOD HOUSEKEEPING the most useful,” 
say young-marrieds, They find it more useful than any other maga- 


zine. (See findings below) 


“Tts no secret!” 


“It's no secret that [ spend more time with GOOD HOUSEKEEPING.” 
No other magazine that carries national advertising occupies so 


much of the time of these young-marrieds! (See findings below) 


99 
Its no secret! that GOOD HOUSE- 
° KEEPING has the con- 
fidence of its readers, Just as their mothers did, today’s young- 
marrieds count on GOOD HOUSEKEEPING to help them solve their 
homemaking problems. They know that GOOD HOUSEKEEPING’S 


investigation stands behind every page editorial or advertising! 


It's no secret } that GOOD HOUSE- 
e KEEPING sells goods. 
Or that it sells to a market that buys more home goods and packaged 


goods than any other—young-marrieds and newlyweds! 


Findings from New Elmo Roper Study 
Of 10,274 young women interviewed, more 
newlyweds and young-marrieds named GOOD 
HOUSEKEEPING as the women’s 


magazine that (1) they read most regularly 


service 
(2) they find most useful. (3) Of all magazines, 
they spend more time with only one other— 


and that is Reader's Digest. 


y. S. to Advertisers and Agencies. A copy of Elmo 
Roper’s new study, “Young Women and Magazines,” is available for 
your inspection, See your GOOD HOUSEKEEPING representative. 


F by > We give this seal to no one— 
Good Housekeeping 


45 


the product that has it earns it. 


, 1948 
a 
uf 
{ 
C 
RS 
om 
af : 
: 
4 
4 
- 
O8 
% 
O7 


62 


Newest Premium, 
Coupon Deals Hit 
by Food Retailers 


MINNEAPOLIS — Food retailers 
have been called upon to check a 
rising flood of alleged “nuisance 
promotions” by national advertis- 
ers. 

Earl F. Altnow, secretary of the 
Minnesota Food Retailers Associa- 
tion, said in an editorial in the 
association’s weekly bulletin that 
new “premium deals and coupon 
promotions” are the nuisances and 
that they should be stopped “at 
the retailer level.’ 

“One by one these premium 
deals seem to slip silently and un- 
opposed into many stores without 
regard for the inconvenience to 
retailers,” he asserted. 


Names ‘Offenders’ 


He claimed that the many “new- 
comers,” such as Carnation 
pany’s malted milk shaker, S. C. 
Johnson & Son’s wax polish cloth, | 


CHANNEL 


serving 
Metropolitan New York and 
New Jersey, with 50,000 watts 
of effective radiated power, 
from 4 p.m. until 9 p. m. Wed- 


‘ing knife and Armour & Co.’s 


|} pany. 


| Sentinel Names Two 


| tion, Owensboro, Ky., 
|20 years, and Mr. Kelsey has been 


| Chicago, 


| McPartlin Appointed 


| Plasticraft 
|manufacturer of plastic products. 


Procter & Gamble Company’s par-| 


Chiffon flower seed deal, plus the 
usual number of old timers, adds 
up to a “county fair in a food 
store.” 

He advised retailers to refuse 
these and similar promotions “so 
that possibly some of our hot shot 
advertising men will channel their 
thinking into constructive sales 
effort.” 

“When in heaven’s name will 
this endless procession of do-all 
soap products end?” he said. 
“Each new item is a super duper 
that cleans cleaner than clean, 
whiter than white, cures sun- 
burned tonsils, halitosis, ingrown 
toenails, falling hair and even 
makes loose dentures fit tighter.” 

He said that, if manufacturers’ 
new products are so superior, they 
had better start killing off the old 
or “we at the retail level will.” 
“It’s a lead pipe cinch retailers 
cannot tie up 80% of their work- 
ing capital in soap,” he added. 


Marjorie Wilten Advertising, St. 
Louis, has been named fo direct 
the advertising of the Fred P. 
Weissman Company, Harrodsburg, 
Ky., manufacturer of Sportleigh 
coats for women, and Valley Shoe 
Corporation, St. Louis. Anne 
Wendling Stanard has joined the 
agency, replacing Betty Robert- 
son, who has become fashion co- 
ordinator of Famous-Barr Com- 


Larry O’Brien and Les Kelsey 
have joined Sentinel Radio Cor- 
poration, Evanston, Ill., to handle 
special contract sales. Mr. O’Brien 
has been with Ken-Rad Corpora- 
for the past 


with Stewart-Warner Corporation, 
as manager of the radio 
division for the past 10 years. 


J. E. McPartlin Jr. has been ap- 
pointed general sales manager of 
Specialties, Chicago, 


Prior to service in the Army air 
forces, Mr. McPartlin was a divi- 
sion supervisor of specialty sales 
for Standard Oil Company and 
later, eastern district manager of 
General Bandages Company. 


Marba Appoints Ellis 


Marba, Inc., Buffalo, recondi- 


tioner of athletic equipment, has 
named Ellis Advertising Company, 
Buffalo, to direct its advertising. | 


Four Expands 
Mechanical Group 


New York—The American As- 
sociation of Advertising Agencies 
has enlarged the committee on 
mechanical production as part of | 
its reorganization of national re- 
lations in the mechanical field. 

Continuing as chairman 
George B. Dearnley, vice-president | 
of McCann-Erickson, New York, 
and as vice-chairman E. Thomas 
McBreen of J. Walter Thompson | 
Company, Chicago. 

Members of the committee are: 
John F. Aldinger, Young & Rubi-| 
cam, New York; Thomas J. Car-| 
nese, Ted Bates, Inc., New York;| 
John Demko, Leo Burnett Com- 
pany, Chicago; Ernest Donohue, 
Batten, Barton, Durstine & Os-)| 
born, New York; George Finley, | 
Federal Advertising, New York; 
W. T. Geller, Hanly, Hicks & 
Montgomery, New York; Eli Gor- 
don, J. Walter Thompson Com- 
pany, New York; Henry E. Krie- 
ger, Honig-Cooper Company, San 
Francisco; Mrs. G. L. Leonard, 
H. B. Humphrey Company, Bos- | 
ton; Carl Meier, Campbell-Ewald 
Company, Detroit; Erwin Miessler, 
Needham, Louis & Brorby, Chi- 
cago; H. A. Moorman, Sidener & 
Van Riper, Indianapolis; John J. 
Quinn, Pedlar & Ryan, New York, 
and A. A. Thomas, Benton & 
Bowles, New York. 

Richard Turnball, vice - presi- 
dent of the Four A’s, is committee 
secretary. 


Adcraft Elects Odell 


Dolph H. Odell, advertising sec- 
tion of General Motors Corpora- 
tion, has been elected president of 
the Adcraft Club of Detroit. Other | 
officers elected are: lst vice-presi- 
dent, Henry G. Little, executive 
vice-president and general man- 
ager of Campbell- -Ewald Com-| 
pany; 2nd vice-president, Charles | 
B. Lord, retail advertising man-| 
ager of 'the Detroit Times; secre- | 
tary of the board, James B. Jones, 
Detroit manager of Scripps- | 
Howard Newspapers, and treas- | 
urer, C. LeRoy Austin, finance di- | 
rector and assistant secretary of | 
the Ernst Kern Company. 


Holson Binders to Howe 


Holson Binders, Inc.,, wedding 
and photograph album division, 
New York, has named Leland K. 
Howe Associates, New’ York, 
direct its advertising in consumer 
magazines, trade publications, di- 
rect mail and radio. 


The Vocabulary 


~ 
~ 


of Advertising Art 


How well do YOU know the techniques of Advertising Art? 


This portfolio, developed in collaboration with leading art 


directors and artists, 


graphic language of advertising. 


. without charge. . . 


advertisers. Write for a copy on 


COLLINS, MILLER & 


demonstrates basic techniques 


of the 


Copies are still available 


to professionals in the graphic arts and 


your business stationery to: 


HUTCHINGS, Inc. 


207 No. Michigan Avenue, Chicago 


| 
i 
i 
i 


Vhe Creative Wan? Corner 


Do the soap companies force ideas on advertising agen- 
cies—or does the reverse happen? That is a question that 
has long perplexed the occupant of this Corner, because 
the result, in either case, looks as if one were kidding the 
other—or both were living in a dream world. 

Take, for example, this Ivory Snow advertisement. It 
says, in effect, that your hands will tell you why Ivory 
Snow keeps gay prints lovely longer. Then the copy says 
that when you see how kind Ivory Snow is to your hands, 
you'll know it’s kind to colors, too. 

Do our good friends from Cincinnati mean that because 
Ivory Snow doesn’t drain the blood from your hands, it 
won’t drain the color from print fabrics? And does this 


SNOW hEEPS GAY PRINTS 
fOVELY LONGER 


THE HAND 


TVORY SNOW. the granulated soap thats tvory-mild 


imply that other soap powders will leave your hands devoid 
of their roseate hue and looking slightly dead? 

Quite obviously, this kind of advertising logic—which is 
not. necessarily confined to soap ads—is employed on the 
assumption that most people who read ads are not logicians. 
Nevertheless, it is this Corner’s naive belief that the public is 
a lot smarter than most advertisers and agency people give it 
credit for being; and that advertising that only seems to 
make sense, but actually doesn’t, leaves at least a vague 
suspicion that somebody is trying to sell somebody else a 
goldbrick; and that that vague suspicion, multiplied by 
enough people and enough advertisements, eventually builds 
into a general distrust of all advertising. 

The soap advertisers, who apparently outspend most other 
advertisers, should be the last to want this to happen. Or 
is it considered good business to kid the public—even as 
harmlessly as this? And is this Corner, as an innocent by- 
stander, out of order even to question the superior commer- 
cial wisdom of advertisers and their agencies? Regardless, 
it is the unabashed opinion of your unabashable correspond- 
ent, that this kind of advertising can all result from one of 
two causes—or both. Either the product really enjoys no 
remarkable difference from other similar products, or the 
perpetrators of the advertising lack the skill to delineate 
the actual difference—if it exists. 

The prosecution rests. 


Advertising Age, June 21, 1948 
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Heads Vendo Sales 


Michael N. Brady, formerly 
vice-president in charge of sales 
of National Enameling & Stamp- 
ing Company, Milwaukee, has 
been appointed general sales man- 
ager of the Vendo Company, Kan- 
sas City, Mo. 


‘Stop Music’ Optioned 

Pepsodent division of Lever 
Brothers Company, Chicago, has 
optioned ABC’s “Stop the Music” 
giveaway show, for Rayve sham- 
poo. No announcement has been 
made on the Rayve AM radio 
plans. 
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nesdays through Sundays. GUILD COMPANY 


Studi overhead Studio 
Supervision and direction. 
Maintenance ot 

general studio operations. 24.2¢ 


wt 


and special 
taxes. .2.2¢ 


Gn. Cast, including > _ ating and 

stars © bits’ characters ..16.9¢ OS Properties 

extra talent .. 2.1¢ and Lab 256 


03665 906 Production 

P Sound Recording 2.46 


ue 
Maelp THE FILM, INCLUDING 
Sis 4 PICK OP AND GETS 


Research 


Locations 


Set Construction 16.5¢ 


29 


24 


STUDIOS FOR MANUF ACTORING 
THE MOVIE GET 19 


pop 


Other Labor inc 100 carpenters. 27 30 pamters 
Supervisor's and Foremen's Salaries #0000004 
Budding Materals @ 3 @e 
Rentals, Backings etc. 
Purchases, Equipment, Small Tools 
Misc. Supplies and Expenses smo i 

Matenals F 

Miscellaneous 


Labor, averaging 10 grips a day from start to dismantting of set 000004 


' 
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WHAT HAPPENS TO YOUR BOXOFFICE DOLLAR? 


ATTRACTIONS 


Te 
AS TAL 


THEATER TAKES FOR 
PROVECTIONISTS. 
STAFF AND PROFIT 296 


BEAL ESTATE TAKES FOR 
PENT, INSURANCE 


LOCAL 


TES § Se 


INTEREST 


CONCERNING EXTRAVAGANCE—Ted R. Gamble, president, Theater Owners of America, presents these charts as part of | 
an article to explain away the myth of Hollywood extravagance. 
magazine produced by Selznick as another promotion for its film, "Mr. Blandings Builds His Dream House.” (AA, June 14.) | 


93,000 TAKES Se TE Se 
TAKE UKE ge 5 
THE DESTINY ‘ 
34.000 thane foun iglarmiden pre in him of ¢ 
2000 Pavure Aviation of Ameria The f clearly that ‘ com 
1000 
‘eebenexs 26.000 WHAT 40.4¢, AVERAGE MOVIE ADMISSION, WILL BUY IN OTHER INDUSTRIES 
on on on on : 
Total 5400,000 4 
Woda pressing chop 


The article is a feature of Close-Up, a highly experimental 


Pillsbury Drive 
Features Picnic 
Foods, Ice Cream 


MINNEAPOLIS — Pillsbury Mills, 
in the heaviest advertising pro- 
gram of its kind in the company’s 
history, is using 10 magazines this 
summer to promote picnic fooc's 
and ice cream desserts containing 
Pillsbury’s.Best flour. 

P. S. Gerot, president of the 
company’s grocery products di- 
vision here, said that the program 
is designed to increase sales of 


flour and related items for grocers 

in June, July and August. 
Full-page, four-color ads are 

running in The American Weekly, 


Better Homes & Gardens, Fam- 
ily Circle, Farm Journal, Good | 
Housekeeping, Household, Ladies’ | 
Home Journal, Parade, This Week | 
Magazine and Woman’s Day. 

The drive also will be pushed 
throughout the summer on Pills-| 
bury’s “Grand Central Station,” 
heard Saturdays over 125 CBS 


stations. Sales aids include point- | 


of-purchase display cards in color, | 


tie-in materials for retailers and 
displays of Ann Pillsbury’s three- 
item summer dessert ideas. 

McCann-Erickson here 
agency. 


Williams Buys Skol 


J. B. Williams Company, Glas- 
tonbury, Conn., maker of Williams 
shaving cream and assorted prod- 
ucts, has purchased Skol sun tan 
lotion and other Skol products 
from Gallowhur Chemical Corpo- 
ration, New York. For 10 years 
the Williams Company has been 
exclusive sales agent for Skol in 
the U. S. 


Issues New Rate Card 


The Winnipeg Free Press Com- 
pany, Winnipeg, has issued’a new 
rate card for the Free Press 
Weekly Prairie Farmer. Effective 
Sept. 1, 1948, the rate increases 
15 cents a line, to $1.15. 


Bruck Leaves Ratcliffe 


O. S. Bruck has announced his 


is the 


|resignation from Ratcliffe Adver- 


tising Agency, Dallas. His future 
plans have not yet been form- 
ulated, but he is not retiring from 
the field. 


h © advertises 


DIRECT SELLING IS BIG BUSINESS — A 2 BILLION DOLLAR MARKET 


SPECIALTY SALESMAN? 


success 


S PECIALTY 
ALESMAN 


WAY 10 


EST. o% 

NAME OF CO. PRODUCTS VOLUME 

Fyr-Fyter Company Extinguishers $1,750,000 

Knapp Brothers,inc. Adult Shoes 2,800,000 
J.B. Simpson, Inc. Men's Dress ; ; ; 
Bee ¢s00,000 | First in the Field 
tark Nurseries Shrubs G Trees 6,000,000 

Fashion Frocks, Inc. Women’s Dresses 3,500,000 The oldest sales publication 
Geo. Master Gar- with the largest readership 

ment Co. Work Clothing 1,850,000 | in the Direct Selling Field 
These are just a few companies using 
Direct Selling methods 


Helps manufacturers to bigger sales 
because it helps readers to bigger incomes 


SPECIALTY SALESMAN gives you the world’s largest sales force—the top salespeople 
in the field of direct selling. It has an iron grip on its readers because they use 
SPECIALTY SALESMAN as their manual and guide to bigger incomes. They study the | 
Scvertising for lines they want to sell. SPECIALTY SALESMAN founded and solely 
ponsored the nation-wide Direct Selling Legion. Find out if your product is suited to 


SPEC 


‘on Get 
@.000.000 


Direct Selling. Write for booklet ‘The Quickest Way to National 
Sales'’. Tells all you want to know about Direct Selling field. 


IALTY SALESMAN MAGAZINE 


Dept. A-10 


jsions recently the SEC has OK’d 


SEC Liberalizes 
Financial Rule; 
Playboy Tells All 


New YorK—With a decision by 
the Securities and Exchange 
Commission that a “newspaper | 
prospectus” form of advertisement | 
could be used to promote the sale | 
of securities in a new enterprise, | 
Tellier & Co., brokerage house, | 
recently published a large adver- | 
tisement in newspapers offering | 


| 20,000,000 shares of common stock | 


of Playboy Motor Car Corpora-| 
tion, Buffalo, at $1 a share. 

Instead of the bare “tombstone” | 
type of advertisement, which fi- 
nancial houses have employed 
since a lot of would-be million- 
aires lost their shirts in 1929, the) 
newspapers which published the 
insertion insisted that it go into 
full detail as to the risks involved. | 


Also Plugs the Car 


The ad devoted several long 
paragraphs to “speculative fac- 
tors,” among them that, after rais- 
ing $750,000 through sale of dealer 
and distributor franchises, Play- 
boy is now “without funds for 
production of cars for market”; 
that the small Playboy car will 
be in “general competition with 
larger and more capacious 
coupes”; and that “the company is 
a party to litigation, primarily 
with former sales agents and em- 
ployes.” 

Writing about the Playboy ad- 
vertisement, Paul Heffernan, fi- 
nancial writer of the New York 
Times, pointed out that “on occa- 


certain ‘newspaper prospectus’ ad- 
vertisements designed to sum- 
marize briefly the present status 
and history of a seasoned enter- 
prise,” but this was the first ad- 
vertisement sanctioned by SEC 
“devoted to the description of a 
speculative enterprise.” 

At the same time that the stock 
offering appeared, Playboy ran an 
ad announcing a special New York 
showing of “the nation’s newest 
car sensation.” Albert Frank- 
Guenther Law handled both pro-| 
motions. 


Stanfield Adds Account 


Harold F. Stanfield, Toronto, 
has been appointed to handle ad- 
vertising of Jensen & Moller 
Danish biscuits and other prod- 
ucts distributed by Hansen & Cox, 
Toronto. Advertising for the 
Danish biscuits, now appearing in 
Toronto dailies, will be extended 
as distribution is increased. 


| Promotes Menz and Lee 


| John Menz, sheet products man- 
| ager, has been appointed assistant 
|general sales manager in charge 
|of sales promotion of Kaiser 


|Aluminum, the Permanente Met- | 
Oakland, Cal. | 
'Marvin Lee, production manager 


Corporation, 
lat the Trentwood rolling mills in 
Spokane, has been transferred to 
the Oakland office to become sheet 
products manager for the sales de- 
partment. 


Names Elliott, Daly 


Associated Broadczsters, owner 
of Station KSFO, San Francisco, 
has appointed Ellictt, Daly & 
Schnitzer, San Francisco and Oak- 
land, to direct advertising for 
the company’s new television sta- 
tion KPIX, scheduled to begin 
telecastirng at the end of this year. 


Okays Commercial Fax 

| The FCC has announced that 
facsimile broadcasts on the FM 
band may become commercial 
after July 15. Eleven stations are 
experimenting in fax. 


Gardner Appointed 


The First National Bank, St. 
Louis, has appointed Gardner Ad- 
vertising Company, St. Louis, as 


advertising counsel. 


IF YOU USE CAR CARDS 
Send for FREE Sample 


“CARDISPLAY” 


‘UNIQUE POINT-OF-SALE 
CAR-CARD HOLDER 


CARDISPLAY CO. 
1004 MARQUETTE AVE., MINNEAPOLIS, MINN 
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| | | You can sob on our shoulder, if you wish, OF J. 
| | we will hold your hand in sympathy. But, no— 
| | we can't offer you Hope (Ky-)- Alas, Hope 
| | 
| | | | outside our listening radius. +** 
But courages Pal! Our loss of Hope is your gain 
| | of the Louisville Trading Area. Almost all this 
| State’s industry is concentrated in and around 
usic” i 
ham- | sales than in the balance of the State, combined! ie. 
been 
radio 
We're no Pollyanna, put still we say—"“Gladly 
| abandon Hope, all ye who advertise WAVE”! 
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‘ 
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: | | 
— | nee AFFILIATE f 5000 WATTS - 970 KC 
Sth Ave., N.¥. 10 & PETERS, INCH NATIONAL REPRESENTATIVES 


Huffman Woos 
Its Suppliers at 
Special Meeting 


Dayton, O.— During the war, 
many manufacturers wooed their 
suppliers, hard. Huffman Mfg. 
Company, maker of bicycles, in- 
tends to continue wooing them 
and working closely with them. 

To that end the company held 
here last week its second sup- 
pliers’ conference, attended by 43 
key executives of 29 companies 
supplying 65% of the sales dol- 
lars going into the company’s bi- 
cycles. The first such conference, 
held in September, 1945, resulted 


in “breaking” industry allocation | 


helping Huffman expand produc- 
tion 386% since 1940. 

At last week’s conference, Hor- 
ace M. Huffman Jr., company 
president, told the suppliers that 
his company plans an annual price 


reduction of 4% for the next five | 


years. “We are asking our sup- 
pliers to do everything in their 
power to make this possible,” he 
said. ‘“‘We think it is a reasonable 


request on the basis of our ex-| 
simplifica- | 


perience with work 
tion.” 
And vice-president Danforth S. 


Mitchell tossed out a new con-| 


cept of supplier-manufacturer re- 
lationships. “As suppliers,” he 
said, “‘you should examine closely 
the sales plans, advertising, pub- 
lic relations and market research 
activities of your customers. Here 


eTRO® 


| 
HAGANAH SPEAKS 


_ ASKS SUPPORT—Americans for Haga- 


quotas for parts and materials, | YoU May find the key to your fu~-) nah, Inc., New York, sponsored this 


“Weigh In’, Before 
You}Mail Out 


Don’t say “3rd class” or “parcel 
post” ‘till you know! There's a big 
difference in the cost and in the 
delivery speed. Put it up to us to 
tell you right off which way you'll 
gain the most —in results and. in 
savings. That's our business — 
using all we know to help clients 
gain extra “pull”, extra profits 
from direct mail. Check these serv- 
ices for your next direct mail job; 
call us for a quick accurate 
estimate. 


~Multigraphing © Mimeographing ¢ 
Mechanical Addressing from Metal Pilates 
@ Everything in Direct Mail « 


* SUPerior 8154 
8 W. Ontario, Chicago 10, Illinois 
> THE DAY YOU WANT IT— | 
| — THE WAY YOU WANT IT! 4 


lture relationship with these users 
your products.” 

| Using the public relations facili- 
ties of Byer & Bowman Advertis- 
ing Agency, Columbus, Huffman 
not only played up the meeting 
in the Dayton press, but.also pre- 
pared magazine releases on the 
spot, and sent releases to home- 
town newspapers of all those in 
attendance. 


Gets Lamp Account 


Stiffel Bradley Company, Chi- 
cago, lamp manufacturer, has 


placed its advertising with Mal-| 


colm - Howard Advertising, Chi- 
cago. For the present, full-page 
ads monthly are being carried in 
trade publications, with consumer 
copy national publications 
planned for late fall or early next 
year. 


Names Ray-Hirsch 

Lincoln Metal Products Corpora- 
tion, Brooklyn, manufacturer of 
Beautycan step-on disposal units, 
has appointed Ray-Hirsch Com- 
pany, New York, to direct its ad- 
vertising and _ sales promotion. 
Magazines, direct mail, news- 
papers and trade publications will 
be used. 


Graham Appoints Almy 


Richard B. Almy, formerly pub- 
lic relations director of the Uni- 
versity of Louisville and an ac- 
count executive in the Baltimore 
office of MacManus, John & 
Adams, has been appointed copy 
chief of Hugh H. Graham & As- 
sociates, New Britain, Conn. 


SOUTHWEST VIRGINS RADIO STATION 


YOU CAN : 
OPEN WIDE 


THE DOOR 


to the rich 
market of 
Roanoke and 
Southwest 


Virginia - 


with alone 


where 
23.7% of 
Virginia’s 
Buying 
Power is 
Centered 


Surveys prove WDBJ is 


by far the most popular station 

throughout its coverage area of nearly 
1,000,000 population. Buy WDBJ and you get 
not only this loyal listenership but an effective 
combination of wide coverage, prestige and 


service that sells. 


Ask Free & Peters! 


CBS +5000 WATTS. 960 KC 


pea and Operated by the 
ROANOKE, V 


| full-page ad, which appeared in 12 
| newspapers in 10 cities, through Kay- 
| ton-Spiero Co., New York. Haganah 
| Speaks, a new adiless semi-monthly, 
_ gets the benefit of a subscription 
coupon. 


General Foods 
Expands Radio, 
Video Programs 


New Yorx—General Foods Cor- 
poration, which was on every 
major network except ABC dur- 
ing the season just ended, has 
signed for a fall program on 
American starring conductor 
Meredith Willson. 

Time for the Jell-O division 
of the company was_ bought 
through Young & Rubicam. The 
broadcast will be aired Tuesdays 
at 7:30 p.m., EDT. Meanwhile, 
|General Foods is expanding its 
television coverage. The adver- 
ltiser will begin sponsorship of 
'“Small Fry Club,” one of Du- 
Mont’s most popular shows. GF’s 
buy, for the present at least, in- 
cludes only WABD, New York, on 
Thursdays. The contract was 
signed through Benton & Bowles 
for Post cereals. 

Another Benton & Bowles- 
placed show, “Try and Do It” 
'makes its debut July 4, over the 
NBC video network, with the 
backing of Maxwell House coffee. 
The half-hour audience - partici- 
pation session will go before the 
cameras at 8:30 p.m., EDT. 

General Foods’ other telecast, 
“Author Meets the Critics,” is car- 
ried by the NBC network. Young 
& Rubicam switches products for 
this program—almost from week 
to week. 


Gets Beet Sugar Account 


The San Francisco office of 
Foote, Cone & Belding has been 
appointed by the United States 
| Beet Sugar Association to make 
a comprehensive market study. 
No advertising plans have been 
announced. 


Chase Buys O’Brien’s 

O’Brien’s Candy Company, San 
Jose, Cal., has been purchased by 
| Chase Candy Company, 
|headquarters are in St. 
|Chase will consolidate its present 
\plant in San Jose with the 


double its capacity for West Coast 


|petitor or his products. 


Do not disparage either a com- 
Adver- 
tise, if you wish, by broadcast or 
periodical, that a product is un- 
excelled, that no better is made, 
that none is finer, but stop there. 
|Do not use superlatives, that the 
| product is the best, the finest, un- 
| equalled. 

| A product cannot be the best 
|}except that the competitive prod- 
uct is inferior. Advertise that a 
|competitor’s goods are _ inferior 
land the ad is tarred with the 
brush of unfair competition. 

| “A merchant is entitled to the 
good will of his customers,” as- 
|serted Justice Pitney of the Su- 
|preme Court. “The familiar 
|maxim, ‘So use your own property 
as not to injure that of another 
| person,’ but by a more proper in- 


Disparagement — Don’t Knock 


Third of a Series of 10 ‘Legal Reminders’ 


By Albert Woodruff Gray 


|terpretation, ‘So as not to injure! 


the rights of another,’ applies to 
| conflicting rights of every descrip- 
|tion. For example, where two or 
more persons are entitled to use 
the same road or passage, each 
/one in using it is under a duty to 


exercise care not to interfere with 
its use by others or to damage 
them while they are using it.” 

Shortly before this decision was 
rendered the Federal Trade Com- 
mission Act had been passed, 
making unfair methods in com- 
petition illegal. Immediately the 
commission inaugurated a cam- 
paign against the harassing in- 
juries long endured by reputable 
business firms from the disparag- 
ing advertisements of unscrupu- 
lous competitors. Today adver- 
tisements that disparage the prod- 
ucts or business methods of com- 
petitors irrespective of whether 
they come from the inexperience 
of an over-zealous copywriter or 
from the ill-advised phrases of a 
radio script, are actionable wrongs. 

“The right to acquire property 
by honest labor is as much en- 
titled to protection as the right to 
guard property already acquired.” 
In short, in any advertising, don’t 
knock, either directly or indi- 
rectly, a competitor or his prod- 
ucts. 


French Ad Code 
Cuts into Media 
Responsibility 


Paris—The new French Adver- 
tising Federation’s code, control- 
|\ling advertising contracts and 


|usages, lists five distinct profes- 
|sions whose activities it would 
|regulate: publications; posters; 
agency or media _ presentations; 
general representation and agen- 
cies. 

The code specifies that adver- 
tising contracts are as binding as 
other commercial contracts — 
somewhat of a departure for the 
Continent. 

Media get added protection 
under the code. Dates of inser- 
tions, and position and size of 
ads are not guaranteed. Ads 
altered by the publication to fit 
smaller space and miss the ad- 
vertiser’s entire point, cannot be 
used as evidence for contract can- 
cellation nor for damage suits. At 
most, the medium is only re- 
quired to deduct the cost of the 
ad. 

Payments henceforth are due 
when the ad is placed, with a few 
exceptions. Any medium may re- 
fuse ads which may damage its) 
reputation, which provoke protests 


|from readers or which may lead 


to legal action. Inasmuch as “pro- 
tests from readers” is undefined, 
the possibility exists that com- 
petitors may cause a company’s. 
advertising to be banned by pub-| 
lications on its schedule. 


Not During Elections 


* Poster operators are required 


whose |to keep all posters in good con- | magazines, 
Louis. | dition and 


for those defaced or which disap- 
pear for any reason—except dur- 
ing elections, when posters evi- 
dently are expected to disappear. 
Media which seek to adjust 
rates must advise agencies far 
enough in advance so that appro- 
priations will not be affected. 
Advertisers are denied the use 
of agency material in ads placed 
direct unless they have specific 
authorization from the agency. 
Artists get the best deal under 
the code. All art work must be 
signed. However, artists may cede 
their reproduction rights for all 
or any part of their work if they 
so desire, although it is not ex- 
pected that anyone will take ad- 
vantage of this provision. 


WMAW Appoints Bundy 


Jack Bundy has been appointed 
general manager of Station 
WMAW, Milwaukee. Roy C. Bor- 
chert has been elected vice-presi- 
dent and treasurer of Midwest 
Broadcasting Company, owner of 
the station, and Wilke M. Zim- 
mers, secretary. Clifford A. Ran- 
dall has been reelected president. 


Coulson Joins White 


* John S. Coulson, formerly an 
executive in the merchandise re- 
search and budget control divi- 
sions of Montgomery Ward & Co., 
has joined Joseph White & Associ- 
ates, Chicago, marketing and man- 
agement counsel, as a senior as- 
sociate. 


To O'Neil, Larson 


Perk Foods Company, manufac- 
turer of Perk dog food and Leed’s 
canned meats, has named O’Neil, 
Larson & McMahon, Chicago, to 
direct its advertising. Radio, 
newspapers, outdoor 


supply replacements |and other media will be used. 


operations. 


: Agents Elect Wilcox 


Edgar A. Wilcox, of E. A. Wilcox 
|\Company, San Francisco, has been 


fremy president of the Manufac- | 


turers’ Agents National 
ition, a newly organized group. P. 
Edwin Thomas, 542 S. Broadway, 
Los Angeles, is executive secre- 
tary. The 
office is at 50 E. 42nd St., New 
York. 


Aves Names Baldwin 


George A. Baldwin, formerly 
district manager and advertising 
manager of Blackmer Pump Com- 
pany, has been named an account 
executive of Wesley Aves & As- 


'sociates, Grand Rapids, Mich. 


Associa- | 


interim headquarters | 


| 


| 
| 


& Or. Heat 


This is the dominant 

publication serving an 

industry selling $445,- 

000,000 worth of 

new oilheating instal- 

| lations annually to 
the U. S. public 
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Cone, Obermeyer | 


Differ on Stature 
of Ad Managers 


(Continued from Page 1) 


partments.” 

One of the convention’s most 
interesting sessions was a “panel 
of presidents,” at which J. M. 
Bowlby, president, Eagle Picher 


Company; Stevens H. Hammond, 
president, Whiting Corporation; | 
Joseph B. Hall, president, Kroger | 
Company, and Benjamin S. Katz, | 
president, Gruen Watch Company, 
outlined their companies’ uses of | 
and opinions of advertising. 

Mr. Bowlby reported how his) 
company has_ used _ institutional 
advertising to develop knowledge 


of and prestige for the Eagle- 


Picher name in a wide variety of 
industrial fields covered by the 


company. Mr. Hammond, also 
representing an industrial com- 
pany, said: “We look upon ad- 


vertising as another time and mo- 
tion saving tool, and we use it to 
do that part of the salesman’s job 
which can be done before the 
salesman gets to the prospect.” 


Reports Kroger Program 
Reporting that last year Kroger 


spent more than $2,400,000 in 
1ewspaper advertising and more 
han $1,000,000 in radio, Mr. Hall 
etailed his company’s use of ad- 
vertising, and insisted that “it is 
ncumbent upon the advertiser to 
jut a little less of his appropria- 
ion into the distribution of mer- 


rhandise and a little more into the 


listribution of thoughts.” 


Kroger does this by incorporat- 
ng “editorial inserts” in its prod- 
ict selling copy. These are small 
boxes which tell one fact at a 
ime about Kroger, its operations, 
ts profit percentage, etc. The 
company’s story is also being 
iven to 25,000 employes through 
series of simple booklets. 
Several case histories on Gruen 
dvertising were given by Mr. 
atz, whose talk is reported in 
etail on Page 22 of this issue. 


Training Discussed 


A special panel on improving 
he college training of advertising 
personnel was conducted Tuesday, 
vith six participants representing | 
ducation and the advertising 
usiness. Those who took part, 
tnd who agreed on the need for 
loser coordination between the 
kvertising business and the edu-| 
rational field, were: 

Prof. Donald W. Davis, Penn-| 
ylvania State College; Dr. Ken-| 
Dameron, Ohio State Uni-| 
‘ersity; Dean James E. McCarthy, 
Notre Dame University; J. H. S.! 
Ellis, president, Kudner Agency; 


ohn J. Karol, sales manager, Co- 
umbia Broadcasting System; 
shester W. Ruth, advertising 
ector, Republic Steel Corporation. | 
loderator of the panel was 
ugene S. Thomas, sales man-| 
ger, WOR, New York. | 


| year 


READY FOR 1949—W. H. Tipton Jr., president, Houston Advertising Club 

(right), presents “Empire of Texas” naturalization certificate to Karl Finn, Cin- 

cinnati Times-Star, AFA convention chairman, as Elon Borton, AFA president 
(left), looks on. 


The continuing and growing re- 
sponsibilities of advertising to 


perform public services were em-| 


phasized at the Tuesday luncheon 
by Thomas D’Arcy Brophy, presi- 
dent of Kenyon & Eckhardt, and 
chairman of the Four A’s. Mr. 
Brophy, who is also president of 
the American Heritage Founda- 
tion, which sponsored the Free- 
dom Train, reviewed the remark- 
able work of this organization 


‘and of the Advertising Council, 


and urged the active cooperation 
of local ad clubs 
the efforts of the joint committee 
of the Four A’s and the ANA to 
improve public understanding of 
the economic system. 


Sawyer, Benton Speak 


Other featured speakers 
cluded Charles A. Sawyer, newly 


appointed Secretary of Commerce, | 


who outlined the work of his de- 
partment and pointed out the 
need for intensive action to pre- 
vent further inflation, and Wil- 
liam Benton, currently head of 
the U. S. delegation to the UN 
conference on freedom of infor- 


/-mation and of the press. 


Former Adman Benton, just re- 
turned from Europe, told the an- 
nual banquet Tuesday that the 
most potent weapon in world pol- 
itics is ideas, and added: “Thus 
I find it tragic that the United 
States seems to be preparing to 
spend as much as $25 billion a 
to bolster its international 
position by military and economic 
measures while it gauges its in- 
terest in the dissemination of 
ideas in terms one one-thousandth 
of that amount—and with misgiv- 
ings about that much.” 

At the closing luncheon Wednes- 


day, the speaker was Grove Pat-| 
terson, editor, Toledo Blade, who) 
returned from Europe only a few | 


days ago, and gave a graphic re- 
port of what he saw in Europe. 
With sales well above last year, 
but with profits smaller, “and the 
picture getting worse,” all stores 
must scrutinize their advertising 
and promotion budgets more care- 
fully than ever, Howard P. Abra- 
hams, manager of the sales pro- 
motion division, National Retail 


Chet’s air popularity 
demonstration 


in six days. 


COVERS 


POWER 


CHET LONG 


As well known in Central Ohio as the state 
capitol building. He has the highest Hooperat- 
ing of any local news commentator. A printing 
of his “Closing Thoughts” pulled 3,600 requests 


coverage of 163,550 fam- 
ilies. 
CENTRAL OHIO ASK JOHN BLAIR 


is another 
of WBNS 


500 D- 1000 N. CBS 


in furthering | 


‘Dry Goods Association, told a spe- 
|cial retail session. 
Expenses Higher 


In stores doing between $2,000,- 
|/000 and $5,000,000 volume, he re- 
'ported, newspaper advertising has 
|risen from 2.4% of sales last year 


to 2.8% this year. While total pro-| 


/motion costs have not approached 
the prewar figure of slightly over 
'5%, Mr. Abrahams said, other ex- 


penses have gone up, leaving less | 


margin available for promotion 
budgets. 

At the same session, Olin O. 
Stansbury, publicity director, Stix, 
|Baer & Fuller, St. Louis, urged 
|every store to initiate a full scale 
, customer relations program at 
'once, and presented a_ detailed 
‘blueprint of the activities at his 
| store. 
| Reporting at the business ses- 
| sion, George S. McMillan, head of 
| the legislative committee, revealed 
that the AFA has not only been 
| busy in Washington but has also 
worked actively in opposition to 
two proposed city ordinances tax- 
ing advertising, both of which 
|have been abandoned, and has 
supplied material for use by local 
clubs in Louisiana in opposition 
to proposed confiscatory state 
taxes on newspaper and outdoor 
advertising. 


36 Clubs Entered 


Although the AFA high school 
|essay committee claims only 30,- 
|000 essays entered in this year’s 
‘contest, Oscar Mardis of Omaha 


reported that the actual figure was’ more than 7,500 mats in the series 
probably closer to 50,000, with 36 have been ordered by newspapers. 
clubs actively sponsoring compe- The activity will continue under 
titions in their areas. Mr. Smith’s direction, emphasiz- 
Eugene Thomas, WOR, New ing the basic theme that “adver- 
York, reported that his committee tising, by selling more goods to 
has recommended to the AFA that more people, makes your job more 
local adclubs be urged to coop- secure.” 
erate more closely with colleges The 1949 conference will be 
and universities in their areas to held in Houston, Tex., which bid 
coordinate the efforts of teachers for the meeting with a huge book 
with the desires of practitioners. | filled with hundreds of guaranteed 
Such action has been approved, | advance registrations. 
and a booklet explaining how to 


carry out such activities is now in Willcox to Critchfield 


preparation. 
Ralph Smith, executive vice- b- G. Willcox, formerly an ac- 
: count executive at Burton Browne 


|president of Duane Jones, Inc., 
y | Advertising, Chicago, and previ- 
New York, who has directed the | ously with Evans Associates, has 
AFA effort toward telling the pub-| joined Critchfield & Co., Chicago, 
lic about advertising, reported that|as an account executive. 

the campaign is now rolling well, | ——__--— 


and gives every indication of m 
| gathering momentum. A series of N. J 
. Baron N. d., 


|newspaper ads, radio announce- : 

| : _|has appointed Samuel Croot Com- 

pany, New York, to direct the ad- 
_ prepared, and) vertising of Sundaettes. Maga- 

over 50% of all radio stations have} zines, newspapers and radio will 

jordered the transcriptions, while! be used. 


AMONG ALL CITIES IN U.S. 
in purchasing power 


Effective buying income per family —$6757 per 
year—not only tops all other Indiana cities but 
also ranks the City of Fort Wayne as the 7th 
highest city in the entire United States from the 
standpoint of family purchasing power. 


(Source: Sales Management Survey of 
Buying Power Number— 1948) 


The News-Sentinel is read in 97.8% of all 
homes in Fort Wayne every weekday. 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 


ALLEN-KLAPP CO. + NEW YORK—CHICAGO—DETROIT 


No — because our readers aren’t looking for a 
show. They’re looking for know-how, informa- 
tion, ideas on running a better home for a better 
family. They find it in BH&G every month 

cover to cover, ads and all, 100% service. That 
screens out casual readers, screens in over 
3,000,000 families keenly interested in doing 
something or buying something for a home. 


Better reach them — in BH&G! 
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AMERICA’S FIRST SERVICE MAGAZINE 
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FTC Charges Textile 
Etchers Fix Prices 


FTC Wednesday ordered Master 
Engravers Guild, Paterson, N. J., 
and 13 firms which etch copper 
plates used in processing textiles 
to break up a price fixing arrange- 
ment which allegedly eliminates 
competition. According to the 
order, the firms operate under 
“rules of conduct” establishing 
price patterns. One of the meth- 
ods of enforcement, FTC said, was 
an agreement with the “Friendly 
Society of Engravers and Sketch- 
makers” preventing non-cooperat- 
ing firms from using a union label. 

Commissioner Mason dissented, 
noting that the engravers are pro- 
cessing copper plates which be- 
long to printers. He contended 
that “this is a labor case, and we 
ought to stay out of it.” 


Florida's 
Fastest Growing City 


ST. ,PETERSBURG 
RETAIL SALES INCREASE 


41% 


In 1947 the retail sales of St. Peters- 
burg, Florida, totalled $120,577,000, an 
increase of 41 per cent over 1946. This 
community, which is today the fastest 
growing city in Florida, offers an ex- 
panding market for all kinds of prod- 
ucts and services. 

Remember—no out-of-town newspaper 
has as much as 600 average daily cir- 
culation in St. Petersburg. To reach 
this eity use the St. Petersburg Times 
which gives 91 per cent city zone 
coverage. 


ST. PETERSBURG, FLORID 


Daily TIMES Sunday 


Represented by 


“%-of-Sales’ Gets 
NIAA Brushoff; 
3 Studies Okayed 


(Continued from Page 1) 
history studies of advertising bud- 
geting methods during the com- 
|ing year under the direction of 
Bennett S. Chapple Jr., assistant 
| vice-president for sales, United 
States Steel Corporation. The 
NIAA budget survey committee 
will abandon the traditional an- 
nual studies of percentage of sales 
appropriations in various indus- 
tries in favor of a management 
engineering approach to budget 
building on the task force ob- 
jective principle. The first case 
history study under the Chapple 
committee’s direction will give a 
complete description of the func- 
tions performed by the advertising 
manager and other executives in 
determining and executing a large 
‘industrial advertising appropria- 
tion between $500,000 and $1,- 
000,000. 


Endorse Pilot Findings 


NIAA directors also appropri- 
ated $1,000 towards completion of 
the first regular study in the Con- 
tinuing Survey of Business Paper 
Readership. The survey of one 
business paper, to be made this 
fall, and published early in 1949, 
will be supervised by the Adver- 
'tising Research Foundation and 
sponsored jointly by NIAA, ABP, 
| ANA and the Four A’s. 
| Maximum interest of conference 
attendants focused on the first pilot 
study reports of the NIAA Con- 
tinuing Study of Industrial Buy- 
|ing Practices, financed by a grant 
| from Sweet’s Catalog Service. 
| Both directors and membership as 
whole enthusiastically endorsed 
'the pilot findings as reported by 
committee Chairman W. D. Crel- 


| 
| 


Theis & Simpson Co. Inc. ‘ley of General Electric X-Ray Cor- 


New York Detroit Atlanta Chicago | poration, and approved the prin- 
V. J. Obenauer, Jr., in Jacksonville |ciple of a continuing program of 
oun basic research into industrial buy- 


S | No one ever got to first place 
; by waiting at the gate. And 
WSGN gives you a fast start with 


planned promotion, programming and serv- 


ice aimed to attract listeners in the rich 

Alabama market. Plan 

Oly 4 your race now 


ABC 


BEST BUY FAR! 


ALABAMA’'S 


WSGN= 


THE NEWS-AGE-HERALD STATIONS 
Birmingham 2. Alabama Headley-Reed, National Reps. 


AWARD WINNER—For such ads as this for its new Tournadozer, 

LeTourneau, Inc., Peoria, last week received the annual $1,000 Putman Award 

from the NIAA for the best documented example of how industrial advertising 
achieved a specific portion of the company's selling operation. 


R. G. 


ing, sales and advertising. 

Preliminary pilot reports of the 
buying study, based on a limited 
sample, indicated that more than 
four-fifths of industrial  pur- 
chases result from internal in- 
fluences—such as plant expansion, 
improvements, and replacements 
—rather than such external in- 
fluences as sales calls, trade shows 
and advertising. 


See 3, Buy from 1 


Industrial buyers, according to 
the preliminary samples, consider 
an average of three makes per 
item purchased, and use printed 
information before calling in the 
salesmen in 60% of their pur- 
chases. Of the buyers interviewed, 
48% said that they determined 
which salesmen they wished to 
see by comparison of literature at 
hand. The average buyer saw 
three salesmen per purchase, and 
solicited printed information from 
four different suppliers before 
making a decision. 

Under a grant of approximately 
$10,000 from Sweet’s, the NIAA 
committee will analyze depth in- 
terview studies of 100 typical in- 
dustrial purchases during the 
coming year. 
| NIAA members saw a spectac- 
{ular demonstration of a success- 
\ful technique for winning sales 
and management support for ad- 
vertising appropriations at Tues- 
day’s morning session. G. Reed 
Schreiner, director of advertising 
for U. S. Steel, presented his com- 
|pany’s sound-slide film on “The 
| Effectiveness of Trade Paper Ad- 
| vertising.” 


| The film documented Steel’s use | 


of business paper advertising with 
factual case histories of results 
within the corporation and its 
| subsidiaries as well as in other 
/companies. A detailed account of 
'this appears on Page 48 of this 
| issue. 


Guide for Budget Approval 


sales promotion, Peter A. Frasse & 
Co., keynoted the “lower the cost 
of distribution” theme that under- 
lay the conference in his report 
on methods for proving advertis- 
ing effectiveness to management. 

| Mr. Dolan, who rallied the 1947 
‘silver anniversary conference to 
his campaign to sell top manage- 
|ment, defined his committee’s ob- 
jective as “to show management 
how industrial advertising can be 
used to reduce the cost of doing 
business,” and offered four con- 


adequate advertising budgets by 
industrial management: 

1. Management will never buy 
industrial advertising in the ab- 
| stract, or when its effectiveness is 
‘expressed in generalities. 

2. Advertising managers will in- 
evitably be required to demon- 
strate the effectiveness of their 
advertising in the specific. 

3. A case history of the effective- 
ness of another company’s adver- 


tising is useless, except as a dem- 
onstration of the laboratory or 
“proof technique” involved. 

4. No matter what may be ac- 
complished by the association, the 
individual advertising manager 
will always have to outline his 
own objectives and results in sales 
or profit results acceptable to 
management. 


Putman Awards Made 


Mr. Dolan urged NIAA mem- 
bers to embark on clinical case 


objectives and results, develop 
techniques for proving advertising 
effectiveness to management, and 
to put aside time and money in 
each year’s budget for specific 
laboratory experiments in factual 
|proof of advertising results. 

| Proof of advertising results and 
|advancement of education for in- 
| dustrial advertising received sub- 
stantial monetary recognition in 
two major industrial advertising 


ence. 
Eugene E. Weyeneth, advertis- 


studies of their own advertising | 


awards presented at the confer-| 


| 


Bernard Dolan, manager of! 


clusions to guide the acceptance of | 


ing manager, R. G. LeTourneau, | 
Inc., Peoria, Ill, and Arnold An-| 
drews, president, Andrews agency, 
Milwaukee, each received Putman 
Award certificates and $1,000 cash 
awards for their documented case | 
history of the advertising of the 
Tournadozer and other LeTour- 
neau construction equipment. 

In presenting the advertising 
manager and the agency president 
with checks for $1,000, Russell L. 


Putman, publisher of Chemical 
Processing Preview and Food 
Processing Preview, announced 


NIAA approval of his decision to 
double the size of the award. 
“We have come to understand 


that our small monetary award 


| was not commensurate with the 


dvert 
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importance of the award’s objec- 
tives, nor adequate recognition of 
'the task the entrants undertook,” 
Mr. Putman said. 

In outlining the objectives of 
| the first Putman Award, the pub- 
'lisher said: 

“We believe that industrial ad- 
| Vertising can prove its worth... 


can demonstrate its effectiveness 
|}and economy in making sales... 
can prove that it is a money 
|maker and not an overhead ex- 


AT N 
pense or luxury ... that it can¥J dinne 
develop the facts and figures Eldrid 
which top management. wil] § Osbo: 


understand and accept as proof of 
advertising value.” 

The winning LeTourneau entry 
documented attainment of clear- 
cut sales objectives through estab- 
lishing an appropriation carefully 
calculated to provide distributors 
with an adequate volume of sales 
leads for attaining first-year sales 
goals on a product with a five-fig- 
ure unit of sale. The campaign 
demonstrated successful use of the 
“mechanized selling” principle of 
| industrial advertising, and out- 
|standing support of distributors 
dealers with merchandising 
| aids. 
| 


Towmotor Honored 


With the approval of the top § 
|;management award judges and & 
the NIAA board, Mr. Putman also fj 
gave an honorable mention award 
to Alfred H. Roth, advertising and 
‘sales promotion manager, Tow- 
motor Corporation, Cleveland. ’ 

Col. Willard M. Chevalier, senior 
vice-president, McGraw-Hill Pub- 
lishing Company, presented the 
McGraw-Hill award of a certifi- 
cate and $1,000 for chapter 
achievement to members of the 
Rochester Industrial Advertisers. §, 
More than 50 members of the fatj 


four-year job of writing a class- 
'room-tested textbook on ‘“Prac- 
‘tical Advertising Procedure.” 


Largest PAID Circulation — by three 
times of any magazine covering 
the entire industry... and a total of 


11,000 reavers montHiy 
(Tops in the field) 
82 Woll Street, New York 5, N. Y. 


123 N. WACKER DRIVE 


with a photographic presentation can 
do a better selling job. RCS 
photo prints are at work today in 
hundreds of sales kits. How 
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Corp.; Herbert Bippart, Time; 


dinner meeting of the industrial advertisers 
Eldridge Haynes, Modern Industry; Carlotta Beatty, Batten, Barton, Durstine & 
Osborn, Philadelphia; G. Reed Schreiner, director of advertising, U. S. Steel 


AT NIAA MEETING—AA's photographer caught this group at the opening 


ast week. Left to right are: 


Harry Vieth, BBDO, Pittsburgh. 


eeing the job through. The 
ward, first in an annual competi- 
tion among NIAA chapters, goes 
to the chapter which, in the opin- 
ion of a jury of working advertis- 
ng men selected by NIAA, has 
ade the most valuable contribu- 
tion to the advancement of indus- 
trial advertising as a constructive 
orce for social and economic 
rogress during the past year. 
Colonel Chevalier held the Ro- 
chester project to be a significant 
xample of approaching profes- 
sional status in industrial adver- 
tising. Indicators of the trend to 
rofessional stature are the grow- 
ing body of scientific knowledge, 
such as the various research pro- 
jects presented before the NIAA 
conference, and the cooperative 
ffort that brings members to- 
ether in groups of practitioners 
to help perfect the science of the 
rt that they practice. 


lst Media Awards 


NIAA formally recognized me- 
ia’s contributions to more scien- 
ific marketing in making its first 
awards to publishers for system- 
atic presentation of their market 
and sales stories in sales presenta- 
tions tailored to the buying needs 
of advertisers and agencies. 
Kenneth J. Bayer, Oakleigh R. 
French & Associates, St. Louis, 
presented the first NIAA publish- 
ers’ sales presentation award to 
Bayard E. Sawyer, business man- 
ager, Operating Engineer, for its 
sales presentation outline. Honor- 
able mention awards went to 
Arthur Dix, Mill & Factory, and 
W. T. Watt, Industry & Power. 
Mr. Bayer urged publishers to 
accept the orderly sequence of the 
NIAA outline in preparing their 
sales presentations for buyers, and 
thus eliminate the necessity for 
answering various 
questionnaires required by indi- 
vidual agency media buyers. The 
NIAA outline, he said, offers a 


documenting his story to manage- 
ment. It places no restriction on 
creative ability or on the amount 
or kind of information furnished, 
he said. 


Conover on Markets 


Harvey Conover, president, 
Conover-Mast Corporation, out- 
lined a_ simplified formula for 
evaluation of industrial markets 
in today’s changing times, at 
Tuesday’s session. 
(1) analyze prewar and present 
sales by areas; (2) determine the 
number of worthwhile plants that 


standardized | 


useful tool for the space buyer in| 


He suggested: | 


comprise potential markets by in-| 
dustries and by areas; (3) estab- 
lish sales and advertising quotas 
for each area; (4) compare both | 
prewar and present sales perform- 
ance with quotas. 

Mr. Conover urged industrial 
marketers to plan sales and ad- 
vertising programs on the basis 
of market evaluation and to use 
all of the research tools available 
to increase the productivity of| 
their selling. 

NIAA’s Wednesday morning 
audience was engrossed for more 
|than 90 minutes by a spectacular 
|demonstration of showmanship 
in concentrated industrial selling. 
| Ringmaster of a Barnum & Bailey 
|industrial version of the old- 
fashioned newspaper cooking show 
|was W. B. “Monty” Montague, 
central division sales promotion 
manager of Westinghouse Electric 
Corporation. 

Motion pictures, recorded music, 
stereoptican slides, ultra - violet | 
lights and a host of other show- 
manship aids were all used in a 
technique that enables Westing-| 
house to attract more than 30,000 
engineers and plant buyers to) 
two-hour intensive product shows 
each year in a six-state area at a 
cost of 33 cents per listener. 


On Buyer’s Viewpoint 


Wednesday’s session focussed on 
the importance of paper evalua-| 
tion of the buyer’s viewpoint in 
industrial selling. Arch M. Mor-| 
ris, publisher, Industrial Distribu- | 


tion, led a panel of three indus-| 


trial executives who gave their 


comments on _ advertising and 
product literature. Norman Jer- 
vis, consultant, Sweet’s Catalog 


Service, gave a graphic analysis 
of product information functions 
and techniques and outlined seven 
dynamics of catalog design. 

On Monday and Tuesday after- 
noons, the NIAA conference split 
into working sessions on é€x- 
port advertising and marketing, 


‘advertising production, public and | 


|employe relations, direct mail, and 
|shows and exhibits. The latter 


session provided most of the) 


fireworks of the conference. In- 
‘dustrial admen seized on the op- 
| portunity to pour out a flood of 
pent-up damnation of exhibit man- 
agements and union labor on the 
'dean of exhibit managers, Saul 
| Poliak, Clapp & Poliak, New York. 


Poliak Defends Exhibits 


With incisive reasoning and a 
factual command of labor and ad-| 


WESLEY BOWMAN STUDIO *« INC 
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| task of strengthening the NIAA 
national activities during the past 


| vertising costs, Mr. Poliak deftly 
mastered most critics of the ex- 
hibit medium. Average show space 
costs have risen from $2.10 to 
$2.25 per square foot since pre- 
war, Mr. Poliak said. Other in- 
creases, such as labor and lum- 
ber, have been in keeping with 
rising costs in the construction 
| industry and have been due par- | 
|tially to more intelligent use of| 
|space by exhibitors. The exhibit 
/group informally urged NIAA 
operation with ANA and the Ex-| 
hibitors Advisory Council in in-| 
tensive study of show analysis | 
and use of the medium. 

Canada’s growing industrial im- 
portance, and her problems of im- 
port -export balances, were pic- 
tured by Donald Gordon, deputy 
governor of the Bank of Canada. 
He stressed that Canada, biggest 


| foreign customer for U. S. goods, 


needs to sell more to the U. S. to) 
build its dollar position and im-| 
prove trade between the two coun-| 


tries. 
| 


Headquarters | 
of NIAA Return 


to New York | 


BALTIMORE—NIAA voted to 
turn its headquarters from Chi-| 
cago to New York as one step in 
a program to gear its operations 
more closely with those of other 
advertising groups. 

The association’s headquarters 
have been in Chicago since the 
early ’30s. 

The NIAA board approved a 
two-year contract for its new ex- 
ecutive secretary, Blaine G. Wiley, 
and voted a_ special resolution 
commending the retiring presi- 
dent and general manager, W. 
Lane Witt, now president of 
Sales-Aids, for his devotion to the 


three years, 

The board approved by-laws 
eliminating the office of chairman 
of the board and placed the duties 
in the office of president, to be 
held for the ensuing year by W. A. 
Marsteller, chairman for the past 
year. 

Buffalo was tentatively selected | 
as the 1949 conference city with 
authority for -final evaluation of 
‘the city’s convention facilities | 
delegated to Mr. Wiley. 

The board accepted charters for | 
new chapters in Dayton, O.; Dal-| 
las, Tex.; and Kansas City, Mo. 
The board also joined with other | 
associations in approving a Na-| 
tional Marketing Week resolution. | 


Appoints Tighe Agency _ 

Chas. R. Tighe Advertising, Mt. | 
Vernon, N. Y., has been named | 
to direct the advertising of C. R. T. | 
Publishing Enterprises, New York. | 
Business papers and direct mail | 
will be used. ' 


NIAA-ERS IN BALTIMORE—Around a dinner table at the NIAA convention are 

(left to right): William A. Marsteller, Rockwell Mfg. Co., new president of 

the association; Bob Roberts, Edward Valve Co.; E. A. Gebhart, Gebhart & 

Brockson; David Gural, Thomas Register; William K. Beard Jr., McGraw-Hill 
Publishing Co., and Edward N. Hurlburt, Ritter Co. 


| Ottawa Adwomen Elect 


The Chicago Automobile Trade| Madeline O’Meara, of Murphy- 
Association, composed of author- Gamble Ltd., has been elected 
ized new car dealers of Greater president of the Women’s Adver- 
Chicago, has named Ruthrauff &|tising Club of Ottawa. Other of- 
Ryan, Chicago, to handle the ad-_| ficers elected are: vice-president, 
vertising and publicity of its forth- | Mrs. B. G. Charbonneau, Runge 
coming safety drive. The cam- Press; recording secretary, Mary 
paign, which will break in news-| Poirier, Laura Thomas; cor- 
papers late this month, will fea-| responding secretary, Edith Don- 
ture the association’s new policy| aldson, E. B. Eddy Company, and 
of junking unsafe trade-ins. treasurer, Evelyn MacIntosh, Bet- 
| ter Business Bureau. 


Auto Group Names R&R 


Hilly Sanders to Miner 
Hildred Sanders, formerly with 

Mitchell-Faust and Dancer - Fitz- 

gerald-Sample, Chicago, has been 


PREMIUMS 


appointed radio and television di- liquidating ive- 

rector of Dan B. Miner Company, | 
Los Angeles. Paul Forrest, for- Children's premiums _ 
merly radio director, will act as WALROB 


account executive, and Terri 
Brady continues as time buyer. 
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Lincoln, Nebr. 


Fremont, Nebr. 


is pleased to announce 


the appointment of 


McGeehan 


exclusive national representatives 
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Larger NFSE 
Stresses ‘Sell 
World Peace’ 


(Continued from Page 1) 
billion more. But, he added, “un- 
less we can—with some speed— 
convince a good part of this earth’s 


' two billion people of [our] prin- 


ciples, we can never have per- 
manent peace in the world.” 

He is convinced that the Euro- 
pean Cooperation Administration 
headed by Paul Hoffman is “basic 
to peace.” 

Mr. Roper could see “no signs 
of an early depression” in this 
country—although he showed that 
since the war the people’s ratio of 
savings has dropped from 25 to 
6% of their disposable income. He 
was also concerned over the rises 
of instalment purchasing. People 
today who are “purchasing with 
a cheap dollar,” he said, “may 
have to repay with a dear dollar.” 


Shows Kelvinator Film 


Charles J. Coward, Kelvinator’s 
advertising and sales promotion 
director, Detroit, introduced a pre- 
view showing of “Of This We Are 
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Proud,” 


Kelvinator Corporation to “pre- 
sent a vivid pictorial reminder of 
things that have made America 


“If the American system is to! 


survive,” Mr. Coward said, “it 
must be sold and re-sold” to the 
American people. 

The film shows field and factory 
scenes, views of most U. S. cities, 
and of such national landmarks 
and shrines as Plymouth Rock, 
Independence Hall, Washington, 
D. C., and Mt. Rushmore. Camera 
crews traveled 18,000 miles to 
shoot it in 20 different states. 

The average sales executive is 
45 years old and his median sal- 
ary between $18,000 and $19,000, 
Brooks Smeeton, professor of 
marketing of Notre Dame Univer- 


sity, South Bend, Ind., told the 
meeting. 
In a_ pilot study, Professor | 


Smeeton found that the average) 


'sales executive spent 14 years as 
a salesman before he became an 
executive. He performs 12 func- 
tions personally, supervises nine 
directly, and more generally su- 
pervises 10 more. Seventy-two 
per cent of sales executives, it 
was found, attended college and 
54% graduated. 


Are Salesmen Pro’s? 


Reporting on a recent study 
among 64 college and university 
instructors, only 18 regarded 
salesmanship as a profession, eight 
said that it was not a profession, 
25 that it should be a profession. 
Eight said that it is a profession, 
but five replied that “it needs a 
code of ethics to be considered” 
such. 

The generally-accepted essential 
elements of a profession, Professor 
Smeeton continued, include: 

“1, An organized of 
knowledge; 

“2. A trained personnel utiliz- 
ing knowledge; 

“3. Organized methods of train- 
ing individuals entering the pro- 
fession, so that there will be a 
steady supply of able and well- 
prepared practitioners, and 

“4. An established and accepted 
code of ethics. 

“We may not see selling rec- 
ognized as a profession,” he said, 
but, thanks to the work of the 
NFSE and other organizations, 
“we are witnessing the develop- 
ment of the professional 
salesman, whose credo is ‘service 
to the buyer.’ 

L. R. Boulware, vice-president, 
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a full-color sound mo-| 
tion picture produced by Nash- 


General Electric Company, urged 
the importance of “job satisfac- 
tion” in employe relations, and 
said that sales executives were 
well equipped to put such a pro- 
gram into operation. He reported 
G-E’s success in an employe re- 
lations program, and urged sales- 
men to (1) sell their management 
on attacking the problem with the 
same quality and quantity of ef- 
fort spent on sales, engineering 
or financial problems; (2) be sure 
management knows it’s a “job 
marketing” problem; (3) that the 
sales department help in installing 
the program; (4) that it start 
with the sales department (‘You 
have some new and _ surprising 
problems in this area yourselves” ) 
and (5) that competent, top-level 
men be hired to operate the com- 
pany’s employe relations. 


‘Advertise for Peace’ 


Also on hand was the prize- 
winning essay on “Selling As a) 
Career,” for which Donald A. 


|Maccubbin, Baltimore high school 


student, won $1,000 from Lever 
Brothers Company. Young Mr. 
Maccubbin, 15 years old, and a 


sophomore at Baltimore Poly- 
technic Institute, wrote in part: 
“Every young person ... would 
do well to investigate the career 
of selling for there are few oc- 
cupations which offer so many ad- 
vantages . . . good return for the 
amount of time, money and en- 
ergy which has been put into the 
preparation for this career.” 
Among the advantages he sees in 
selling are financial reward, op- 
portunity for advancement, per- 
sonal satisfaction, opportunity to 
excel in leadership and service, 
and room for growth culturally 
and mentally. 

John Sterling, This Week Maga- 
zine publisher and a director of 
the Advertising Council, told the 


sales execs that public service ad- 


vertising reflects “how big busi- 
ness has suddenly grown in heart 
and mind,” and urged that his 
audience take present peacetime 
public service advertising and 
“make it as effective as the ad- 
vertising of your own individual 
companies.” 

He disclosed that the NFSE has 
appointed a committee to work 
with the council in planning ways 
in which the 89 member organiza- 
tions can get behind council ac- 
tivities, and described the eco- 
nomic education campaign start- 
ing in October. 

The group also heard Morris I. 
Pickus, president of the Personnel 
Institute, who described seven 
steps in overcoming sales re- 
sistance. 


Tells Philip Morris Plan 


The most important selling job 
today, said Leo M. Cherne, execu- 
tive secretary, Research Institute 
of America, is to “sell the Ameri- 
can way of life.’ But he urged 
that in this the fundamental prin- 
ciples of salesmanship be fol- 
lowed: “Don’t oversell your prod- 
uct; know your product; don’t get 
angry; don’t sell a cure-all; don’t 


sell physical things alone, and 
know your market.” 
Zenn Kaufman, merchandising 


director of Philip Morris & Co., 
urged business to give employes a} 
greater sense of responsibility. | 
Philip Morris, he explained, has| 
given its section sales managers 
an opportunity to claim territories 
as their own and to have them| 
billed in company reports as their | 
section. 

“They get the feeling,’ Mr. 
Kaufman said, “that their com- 
pany’s success is their personal 
success. 
out to bring this feeling to every | 
member of the sales force.” 


Lawrence Howe Resigns | 


Lawrence C. Howe has resigned 
as director of promotion of the| 
Atlantic Monthly, Boston. 


Plans are being worked [— 
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/ than two hours. instead of . 
teen, | by and ‘ Pres 
Whether it’ s jal tri the Emerald Isle...or a 
Pan American is the swift, pleasant way to travel. ina nugg 
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/ hunt, golf Irish skies! president 
/ wn tising ms 
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parts of Ireland swiftly ty air, rail or bus from Shannon. pportuni 
PAN AMERICAN WORLD AIRMAYS pective 
iser of 
The System of the Flying Clippers adio, ou 
GBS SAYS—Copy like this for Pan American Airways will run in July magazines, Pransit ac 
featuring a testimonial by George Bernard Shaw. These original notations from [ion learn 
the satirist give his corrections. The agency, J. Walter Thompson Company, Bf the to 
London, got the testimonial without charge. bnd also 
yn the inc 
sociate himself with a commercial }xploitati: 
Pan Am Ss Irish product (for the first time, Pan gn the W 
Cc h ’ Am thinks) it was a triumph of 
opy Gets Shaw's cconomy. Elec 
f F ! Thompson’s London manager § jy his 
Nod— or rree wanted to offer Shaw 1,000 pounds Bore thar 
“ 
Lonpon—The barbed pen of one Sor since “only a wester 
him to even consider the proposi- B jvoertisin 
ot We tion.” Thompson’s New York of- west 
fice said it couldn’t authorize the ilities fa 
aa A ted t ‘ _ expenditure, and “what’s the mat- ecause 0 
_*an Am wanted to use a quola~ | ter with trying a combination of d id 
tion from Shaw, “I was lost in|, goa 
dreams of Ireland; one cannot audacity and layout on GBS, leav- Bion and i 
the money for him to brin 
work in a place where there is up?” y 6 cee 
such infinite peace. . .” Mr. Shaw | e 
Shaw’s testimonial was free. 4 
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land being a land of peace but is has been appointed to handle the — Gilbert 
most unlikely to stimuiate tourist | advertising of a new Canadian in- pnd public 
traffic, which is presumably your dustry, Les Ateliers Galvanor Power Co: 


object. And will you please refer 
to me in public as Bernard Shaw 
and not George Bernard Shaw?” 

Shaw substituted a quotation, 
and then edited J. Walter Thomp- 
son’s copy: Where the copywriter 
had written that air travel 
Ireland to London could be made 
in two hours “instead of an un- 
comfortable 16,” Shaw wrote “in- 
stead of 16 by rail and unquiet 


” 


sea. 
Triumph for Pan Am 


Where the copywriter had de- 
scribed Dublin as a metropolis, 
Shaw inserted “an architecturally 
noble metropolis,” and added the 
notation that it is “within a half 
an hour’s car drive of wild moun- 
tain scenery, and a tram drive of 
a seaside that rivals the Bay of 
Naples in European fame.” 

Besides getting Mr. Shaw to as- 


from | 


| Webb Upham & Co., New Haven 
| Trade publications, magazines and 


Limitee of Riviere-du-Loup, Que., 
which will employ a special pat- 
ented process in the manufacture 
of 34-karat gold-plated jewelry. 
The parent company is located in 
Brussels. 


THE 


of 


Appoints Upham Agency 

Elm City Rubber Company, 
New Haven, Conn., has placed its 
national advertising with Philips 


OSIER 


cooperative advertising will be 
used to promote its Vinylite and 
rubber baby pants and fashion ac- 
cessories. 


Shea Joins Ahrens 


Joseph Shea has joined Ahrens 
Publishing Company as eastern 
advertising representative for Ho- 
tel World- Review, Restaurant 
Equipment Dealer and Travel 
America. He will make his heac- 
quarters in New York. 


WEST 3 


GUARANTE! 


"“RODy, 


E. 


Cx, 
% 


lisnois Street, 


Genuine photographs manufe> 
tured in quantity at littic 
Ox, more than letter-press ia 
any size... get full 
particulars from 


Coicago il, 
Phone WHltehall 2930 


aperits’ 
| 
| 
| 
| 
mi 
| 
| 
| HAMS 
| 
fA 
| 
| 


. ‘omplished at the 45th annual con- 
vention of the Advertising As- 
ociation of the West. 

Media representatives seized the 
ypportunity to reiterate the re- 
pective advantages to the adver- 
iser of newspapers, magazines, 
adio, outdoor, direct mail and 

»s, fransit advertising. The conven- 
/m ion learned more about the value 
y, pf the tourist trade to their area 
nd also was brought up to date 
—— Hn the industrial development and 
cial #xploitation of natural resources 
Pan fn the West. 
Elect Stanton President 
8" § In his official address to the 
nds Brore than 500 delegates from the 
Y 481 western states and British Co- 
| @ Bumbia, President Eller called for 
a realization on the part of every 


of- Bne West of the greater responsi-_ 


, dune 21, 


Western Admen 


Plan Closer Link 


with Communities 


AAW Elects Stanton 
President; Mittelman 
Tells Hunt's Record 


SACRAMENTO, CAL.—Here, with- 
in a nugget’s throw of the discov- 
ery place of gold in California, the 
West’s advertising executives met 
last week to celebrate the 100th 
anniversary of that event and “to 
measure the West as it stands to- 
ay and to evaluate its future.” 
In the words of its incumbent 
president, Russell Z. Eller, adver- 
tising manager of the California 
Fruit Growers Exchange, that was 
the work of major importance ac- 


dvertising man and woman in 


the Bilities falling on their shoulders 


ecause of the area’s tremendous 


of Bnd rapid growth, both in popula- 


ion and in business and industrial | 


INE Bctivity. 


The AAW convention officially 
dopted a resolution calling for 
fficial observance of the week of 
une 13-19 as National Marketing 
eek. 

Gilbert L. Stanton, advertising 


in- od publicity director of the Idaho 


-ower Company, Boise, was elect- 
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ed president of AAW for the com- 
ing year to succeed Mr. Eller. 
Herbert H. Kirschner, head of his 
own San Francisco agency, was 
elected senior vice-president. 

Other new AAW officers are: 
Grace Phipps, president of the 
Portland Women’s Advertising 
Club, vice-president at large; 
Grover C. Kinney, president of 
Advertisers’ Distributing Service, 
Denver, secretary-treasurer; and 
Arthur House, Portland; John R. 
Christie, Los Angeles, and Harold 
Marilles, Vancouver, district vice- 
presidents. 


Vancouver Selected 


Vancouver, B. C., will play host 
to the AAW convention in 1949. 

Increased activity on the part of 
AAW member clubs in promotion 
of the advertising profession 
among schools was reported at the 
convention. Convention - goers 
were told that teachers and school 
officials 
understanding of advertising’s 
place in the free enterprise sys- 
tem. 

The special school committee of 
AAW urged that the profession’s 
“educational” program be started 
in the grammar grades. The com- 
mittee also recommended that a 
complete list of “subversive” or 
objectionable texts being used in 
public schools be compiled annu- 


ally and circulated among all ad-| 


vertising groups in order to pro- 
mote more activity on the part of 
advertising people in effecting a 
healthy growth of interest among 
school children in the advantages 
of the American way of life. 

Reports from individual adver- 
tising clubs showed that combina- 
tion-seminar-luncheons at which 
large groups of school children 
are in attendance are becoming 
increasingly popular as methods 
for stimulating more interest 
among the nation’s youth in good 
advertising and in uplifting the 
profession. 


Urges Local Interest 


Other activities along these same 
lines include more and more essay 
contests sponsored by local adver- 
tising clubs, advertising club- 
sponsored advertising courses in 
high schools and universities, and 
advertising organization - spon - 
sored personnel and employment 
offices. 

Charles W. Collier, managing 
director of AAW, urged the vari- 
ous advertising clubs to take re- 
newed interest in their communi- 
' ties’ public activities, pointing out 
that this is one of the very im- 

portant phases of the Advertising 
Council in promoting the free en- 
| terprise system. 

Referring to his company’s swift 
advance in the highly competitive 


'ecanned food field as proof that an | 


Horatio Alger progress is still pos- 
sible, Edward Mittelman, secre- 
tary of Hunt Foods, Inc., Los An- 
|geles, told the convention that 
there is plenty of room for several 
i/more western companies to “go 


AGRICULTURE 
We've been programmed for the 
farmer for 24 years, That's why WIBW- 
advertised goods sell so well in Kansas 


and adjoining states. 


TheVoiceosKansas 


in TOPEKA 


are eager to have an/| 


national as we did.” 

Mr. Mittelman revealed statis- 
tics that prove the jet-like ascent 
of the 58-year-old Hunt brand 
since the present management 
took over about five years ago. 
Annual sales now top $46,000,000 
and national advertising $2,500,- 
000, he announced, as compared 
to about $90,000 in 1944. 

“This golden West of ours is 
still the land of golden opportun- 
ity for those who have the vision 
to see and to seize it,’ Mr. Mit- 
telman said. “The story of Hunt 
Foods is that of the little guy who 
pulls himself up by his bootstraps 
and gets to be a big guy.” 

The Hunt official explained that 
his company this year dropped 
regional radio in favor of national 
magazine, newspaper, outdoor and 
trade publication campaigns be- 
cause “millions of new prospects 
in the East and Midwest had to be 
sold more than the sound of a 
name. They had to be sold the 
look of a name, a trademark, a 
complete package. Visual adver- 
tising seemed the logical answer.” 

Mr. Mittelman told his audience 
'that Hunt’s tomato sauce was 
'chosen as the spearhead product 
in its national advertising because 
it is a quality product virtually 
unknown in many sections. “If 
the per capita consumption 
reached in our test cities can be 
|achieved nationally,” he said, 
“Hunt’s tomato sauce volume 
would approach a million cans a 
day.” 


Reinsch on Video 


Complimenting the AAW mem- 
bers with the statement that in 
his opinion West Coast radio to- 
day surpasses most eastern and 
midwest radio, J. Leonard 
Reinsch, managing director of the 
Cox stations, Atlanta, repeated 
the conclusion reached at the re- 
cent NAB convention in Los An- 
geles that television is the hottest 
thing ever cooked up for adver- 
tisers. 

He stated that video is the fast- 
est growing industry in the land 
and the most powerful sales me- 
dium ever developed. To prove 
his point, Mr. Reinsch told his 
audience that actual product dem- 
onstration by video costs only a 
fraction as much as does personal, 
in-store or house-to-house prod- 
uct demonstration, and this at to- 
day’s development costs (com- 
pletely out of proportion to future 
costs) handed the advertiser. He 
expressed complete confidence 
that America’s advertising work- 
ers will be able to come up with 
the right answers to all the prob- 
lems now looming so big in the 
adjustment phase of television op- 
eration. 

Participating in a panel pre- 
/senting the woman’s viewpoint 
on radio, Martha Gaston, KFOX, 
Long Beach, presented the coun- 
try’s advertising agencies with 
2,000 very good prospects, Amer- 
ica’s independent radio stations.” 

Maintaining that radio needs in- 
genuity, courage and faith, Miss 
Gaston told the AAW convention 
ithat the stations also need the 
|agencies to help them tell their 
| story. “They would make wonder- 
ful clients, and I don’t under- 
| stand why you agencies don’t sign 
| them up.” 


Farmers Biggest Promoters 


Only the networks and a few of 
ithe larger independents are doing 
“any kind of a promotional job,” 
according to Miss Gaston. 

Two other participants in the 
panel, Nancy Holme, research di- 
rector of KNX, Hollywood, and 
Frances Farmer Wilder, West 
Coast director of Social Research, 
urged that educational leaders be 
shown that young people should 
be taught that advertising is a 
worthy profession. “I want to 
hear more about the _ positive 
things that advertising and radio 


bring into our lives,” asserted Miss 
Wilder. 

Agriculture is the biggest indus- 
try in the West and farmers spend 
more money to advertise their 
products than is spent by any in- 
dustry in California, according to 
John Pickett, editor of the Cali- 
jornia Farmer. 

He told the convention that the 
West’s agriculture is “creating the 
most new wealth each year and is 
furnishing the principal tonnage 
of raw products for manufacture, 
transportation and trade.” 

Tom Cunning of Boise told the 
convention that more than $15 
billion will be spent this year by 
tourists. A survey, he added, in- 
dicates that 43% of the nation’s 
traveling vacationists te 
spend their vacations in the West 
this year. He outlined to the con- 
vention the advertising programs 
being used by various states and 
private enterprise to attract tour- 
ists. 

Monday and Tuesday winners 
in the Ayres three-minute speak- 
ing contests at the convention 
were: Polly McQuiston, represent- 
ing the Santa Barbara Junior Ad- 
vertising Club, and Gretchen Van- 
divert, advertising manager of 
Union Ice Company, representing 
the San Francisco Advertising 
Club. 


Ad Fraternity Elects 


The Los Angeles alumni chap- 
ter of Alpha Delta Sigma, na- 
tional professional advertising fra- 
ternity, has elected Howard Mc- 


Kay, Dan B. Miner Company, 
president. Other new officers 
elected are: Ist vice-president, 
Rol Rider, N. W. Ayer & Son; 


2nd vice-president, Chuck New- 
ton, Dan Baxter, Inc.; secretary, 
Carleton H. Sieck, H. Charles 
Sieck, Inc., and treasurer, L. B. 
Moses, display department of the 
Los Angeles Examiner. 


Open Cleveland Agency 

Boyce & Hodges Advertising 
has been established in the Union 
building, Cleveland, by W. T. 
Boyce, formerly with American 
Steel & Wire Company and the 


Weatherhead Company, and Ralph | 


A. Hodges, commercial artist and 


owner of Hodges Studios for many | 


years. 


Adames Joins Sackett 
Wick Adames 


editor. 


Auto-Lite Sets Ad 
Plans with R&R 


Electric Auto-Lite Company, 
Toledo, has established publica- 
tion advertising plans for the re- 
mainder of the year. The “Look- 
Alike” campaign will be con- 
tinued. 

The media list includes Collier’s, 
Look, The Saturday Evening Post, 
The American Weekly, Parade, 
and the Metropolitan Group and 
rotogravure sections. Full pages 
in two and four colors are to be 
used for spark plugs and batteries, 
backed by a heavy automotive 
equipment business paper cam- 
paign, including other Auto-lite 
products. All publication adver- 
tising is being placed by Ruth- 


To Diener & Dorskind 


Diener & Dorskind, New York, 
has been appointed to direct the 
advertising of Heat-Timer Corpo- 
ration, New York. Newspapers, 
magazines, trade publications and 
direct mail will be used. 


has joined Bar-'| 
nard L. Sackett Agency, Philadel- | 
phia, television agency, as script | 


1°M THE OFFICE BOY... 
| SET THIS AD IN JIG TIME!” 


Even the boss has stopped beefing 
about typesetting delays and high 
costs. Why? Fototy pe can be set for 
photo-reproduction in a matter of 


minutes, not days. 


This ad is a typical example of Foto- 
type in use--self-aligned, professional 
looking. Costs? We're saving up to 90 
per cent over regular metal ty peset- 
ting bills. Simple? Anyone can set it-- 
you, your steno, or the office boy. 

Write for your copy of a free catalog 
displaying a large variety of type 
faces and sizes to fit your needs. 
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FOWLER MANNING 

New YorkK— Fowler Manning, 
69, president of the Carry-Cab 
Corporation, baby carriage manu- 
facturer, died of a heart attack 
June 14 in his office here. Mr. 
Manning was at one time sales di- 
rector of the Hoover Company, 
and was a former president of the 
L. C. Smith & Corona Typewrit- 
ers, Inc. He had been a manage- 
ment consultant for the past 12 
years and formed the baby car- 
riage firm eight months ago. 


GORDON A. YANCEY 


LoutisviLLe—Gordon A. Yancey, 
62, advertising manager of the 
evening Inquirer and morning 
Messenger, Owensboro, Ky., died 
at St. Joseph Infirmary here June 
7 after an 18-month illness. 


JAMES F. NEWCOMB 

New York—James F. Newcomb, 
68, president of James F. New- 
comb Company, New York print- 


ing firm, died June 15 at Roose-| ganizers of the Financial Adver- 


velt Hospital after an illness of|tisers Association (now the| 


several months. The principal or- 


ganizer of the Printing Industry ciation) and a member of the | 
of America in 1945, Mr. Newcomb | American Institute of Banking. 


became its first president. The} 


cial printing industry succeeded 
the 60-year-old United Typothetae 
of America. 


WILLIAM J. BOARDMAN 
GreaT Neck, L. I.—William Jo- 
seph Boardman, 74, formerly a 


| vice-president of George Batten 
Company, predecessor of Batten, | 


Barton, Durstine & Osborn, was 
struck and killed by a police radio} 
car near his home on June 15. He|} 
retired from BBDO in 1928. 


WICKES COOKE 


Cooke, 70, who retired in 1943 
jafter 33 years as advertising di- 


EVANSTON, ILL.—Guy Wickes | 


rector of the First National Bank 
of Chicago, died here early this 
month. He was one of the or- 


Financial Public Relations Asso-| 


Cuicaco—Edward F. Lorenzen, 
who has been associated with| 
Lorenzen & Thompson, newspaper | 
representative, for the past 25) 
years, died here June 12 of a 
heart attack. He was the son of 
A. F. Lorenzen, president of the 
company. 


Pacific Hooperating 
Shows Benny First 


The May Pacific Program 
Hooperating shows Jack Benny 
in first place, with Walter Win- 
chell in second and “Truth or 
Censequences” in third among the 
first 15 evening programs. 

The average evening sets-in-use 
of 32.1 is down 0.2 from the last 
report and up 1.1 from a year| 
ago. The average evening rating) 
is 8.4, down 0.6 from the last re-| 
port and up 0.4 from a year ago. | 


Ad Agencies Lose 


on Video; See It 


new organization of the commer- | EDWARD F. LORENZEN | 


as Investment 


(Continued from Page 1) 


sports events, which don’t require 
the time, effort and expense of 
casting and rehearsals, are a major 
item on JWT’s list of programs. 
Both the Ford Motor Company 
and P. Ballantine & Sons place 
baseball telecasts through the 
agency. 

Maxon, Inc., reported itself in 
the black on television. It handles 
sports events—“you don’t have to 
rehearse a prize fight, so why 
should we lose money”—for Gil- 
lette and newsreels for General 
Electric Company. Agency com- 
pensation is 15% commission. 

Kudner Agency’s attitude to- 
ward television is typical of that 


You 


Dollars Buy 


THE DENVER POST 


ER SALES PER FAMILY 


Drug Sales Per Family 


OLORADO 
| $572 | 


gger Results 


andise Sales Per Family 


DENVER 
$1,167 


| General Merch 


MEDIUM COVERAGE | 


ITS RETAIL TRADING ZONE 


95° COVERAGE OF 


7 


Source of Sales Data: 
Survey of Buying 
10,1948 


67% COVERAGE OF STATE 
_ METROPOLITAN DENVER OF COLORADO 
92% COVERAGE OF TRADING ZONE 


ENTIRE ROCKY MOUNTAIN EMPIRE 


367,943 TOTAL CIRCULATIO! 
ABC. Statement Sept. 30, 194 


| will more than make up fof j 


| stated: 


Age, Ju ; 


|of many agencies. An 
who reported that Kudner i§ no 
making money on the “Tekac 
Star Theater,” one of the mos 
ambitious videocasts to date, gaid: 
“We think the agency is goirg + 
profit later—when the 


le 
Co 


early losses—so we go along how 
Even though we are losing mdey 


is no reason to raise the ¢omg_ 

pensation; we are building fpr g’°"" 

future in television.” 
a 

Y&R ‘Going Along’ poten 


A J. Walter Thompson 
“We have no plans foge24! 
increasing the compensation. 
hope soon that television gets intg 2¢ 
volume where it will pay off lik@@8!" 
other advertising.” JWT is buyings™® d, 
time on video stations for fiyg WOU! 
advertisers. had | 

An agency executive who aske¢ that 
that he not be identified suggeste@ P#Y° 
that there may be “some adjudicay"e * 
tion along the line of what propg‘Tom 
erly goes into the cost of a prog /@n8u 


duction. But I don’t think thi 7 
will upset the 15% commissio | 
structure. What the _industr Th 


needs and what we are looking Visio 
for is an equitable set of minigPporti 
mum prices for television work,gPhon 

Young & Rubicam, which hag/or 
General Foods Corporation, DuffygsU™" 
Mott Company, Gulf Oil Corpog McD« 
ration and Life as television clig20UD 
ents, is among the group nov arns 
“willing to go along in the deg that 
velopmental stages and pay as w@Video 


learn.” who 
talk | 


In 


A spokesman for anotheg‘rs— 
agency, which has figured in @4ecri 
number of television buys, stated 
“No, we aren’t making money ig/™4U4 
video and we can’t imagine anygictat 
body who is. We charge the regug °ePti« 
lar agency commission of 15%™0no 
However, in an effort to ‘hat 
even, we have been adding a 
cial fee if the number of peoplg'°Y 


Others Comment 


and the amount of time involve@'® T@! 
warrants it.” mage 
At Campbell-Ewald Company 
was suggested that there may hav 
to be “some sort of revision i 4 ; 
ent, 


the agency compensation system 
agencies are to get in the cleag Phone 
on the operation in the next couplg With 
of years. Expenses are so muc§ Would 
greater than in radio that thgsteat 
usual cut doesn’t compensate fagthe t 
our efforts. However, we look forg Would 
ward to the time when clieng their 
who are well suited to the meee, 
dium will be spending a greg ‘cles 
deal in it.’ The U. S. Rubba@gthat « 
Company’s show (on the NB@™ the 
network) is placed through Camp Saic 
bell-Ewald. will 
Kenyon & Eckhardt (Bordeg>ecau: 
Company); Geyer, Newell §&"eat : 
Ganger (Kelvinator), and LennegWith 
& Mitchell (Old Gold and Rupg2°w 
pert) indicated they had come 1 Zenith 
no decision on the problem @*°'S V 


agency compensation for televg®"d F 
aa. resent 


paratu 


Upstate New York 
Dailies Face Strike 


Pax 

Nine upstate New York new Dez 
papers — including seven of 
Gannett group— face strikes aft¢ Bio 
union printers voted to authori4 


a walkout. No date for the strit Was 
has been set. The ITU is said @Nation 
have demanded closed shop amed 
wage increases, with publis! 044 a 


contending the Taft-Hartley 4 
prohibits the closed shop. 

The newspapers affected are t 
Albany Knickerbocker N 


(Gannett), Times-Union (Hearst#”*5 
Binghamton Press (Gannett) wgmore | 
Sun; Elmira Advertiser, Star-G@ncludi 
zette and Sunday Telegram (4aand ta 
Gannett), and Utica Daily Repu 


and Observer Dispatch (0% 
Gannett). 


Policies 

selecter 

Crockett Promoted ventior 
W. H. Crockett, special assis‘aq Polit 


to the president of Albers Mi! ear f 
Company, Seattle, has been nam@for rad 
general sales manager of the CO"fffree tj 
pany’s cereals and Friskies 


sion. 
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Zenith-Farnsworth 


Duel Ends; Video 
Contract Signed 


Cuicaco—Zenith Radio Corpo- 
ration 
principals hurled verbal brickbats 
at each other a year ago over the 
potentialities of “juke-box” video, 
last week signed an agreement to 
enable Zenith to use existing and 
pending Farnsworth patents. 

Zenith, which has long held out 
against entering the television 
field, promised that its video sets 
would be in fall production. It 
had previously taken the position 
that the Zenith Phonevision, or 
“pay-as-you-see” system, was the 
one thing needed to lift television 
from the doldrums where it had 
languished for many years. 


Assails Chronic Doubters 


The announcement of Phone- 
vision, a method of sending vital 
portions of the signals via tele- 
phone to homes willing to pay 
for the show, was made early last 
summer, by Zenith President E. F. 
McDonald Jr. Following that an- 
nouncement, E. A. Nicholas, 
Farnsworth president, charged 
that advocates of “juke-box” 
video are “the chronic doubters 
who have constantly sought to 
talk down television progress.” 

In a speech before his distribu- 
tors last summer, Mr. Nicholas 
decried the practicality of the 
Zenith development. He stridently 
inquired: “Who would hold this 
dictatorial power over your re- 
ception? What manner of giant 
monopoly would this create? Now 
that the ‘doubters’ have been de- 
feated on the color video issue, 
they are back with another plan 
to remake television in their own 
image.” 


‘Not Competitive’ 


H. C. Bonfig, Zenith vice-presi- 
dent, replied at the time that 
Phonevision would not compete 
with ordinary television, but 
would be “an added service cf 
great value to both the public and 
the television industry ... and 
would enable owners to see in 
their own homes, for a moderate 
fee, new movies, theatrical spec- 
tacles and other costly features 
that can otherwise be seen only 
in theaters.” 

Said Mr. Bonfig: “The public 


because it will bring them two 
great services instead of one.” And 
with the announcement of the 
new contract with Farnsworth, 
Zenith also promised that its new 
sets will contain both television 
and Phonevision, “and will rep- 
resent the finest television ap- 
paratus ever developed.” 
Pax vobiscum. 


Democrats Name 


‘4Biow, ‘44 Agency 


WASHINGTON — The Democratic 
National Committee last week re- 


shop amed the Biow Company, its 
ublish°#944 agency, to handle the 1948 
tley ampaign in commercial news- 
a papers, radio and television. 
> - The amount of the ad budget 
(Hearst¥”2s not determined, but in 1944 
ett) ammore than $1,000,000 was spent, 
Star-G@ncluding $746,000 for radio time 
ram talent. 
ily Pre@ Republicans say their agency 
(0%etup will be contingent on the 
policies of the candidate to be 
Selected at the Philadelphia con- 
vention next week. 
assis‘ag Political advertising gets into 
s Mil @éear following the conventions, 
on narm@or radio industry policies cut off 
the coMfree time once candidates have 
cies selected. 


and Farnsworth, whose | 


will insist upon (Phonevision), | 


Last Minute News Flashes 


F Introduces ‘Frances Barton’ in Plant Cities 
New York—General Foods Corporation is placing 500-line ads in 


newspapers in 72 plant cities to introduce “Frances Barton,” new | 
personification of the home economics department, to GF employes. | 
| She will also be featured in GF house organs, stockholder reports | 


and salesmen’s magazines. This campaign is placed through Young 


& Rubicam, New York. 
‘MacMillen Leaves Rail Federation for Eagle-Lion 


New York — William C. MacMillen, for the last 16 months presi- 
dent of the Federation for Railway Progress, launched by Robert R. 
Young, has become vice-president in charge of operations of Eagle- 
Lion Films and vice-president of Eagle-Lion Studios, which Mr. Young 
controls. No successor at the federation has been named. 


No Price Change, Coca-Cola Bottler Says in Dailies 


New York — The Coca-Cola Bottling Company of New York is 


territory telling consumers there has been no change in the whole- 
sale price of Coca-Cola, that cartons of six can still be purchased 
for 25 cents plus deposit and one bottle can be bought for five cents. 
The agency is D’Arcy Advertising Company. 


Batchelder, Kurie and Norton Named ANA V.P.s 

New YorKk—Edward Batchelder, John F. Kurie and Cy Norton have 
been appointed vice-presidents of the Association of National Ad- 
vertisers. Mr. Batchelder has served as ANA secretary since 1944 
and will continue to hold the post. Mr. Kurie was vice-president 
in charge of merchandising for M & M Ltd. before joining the as- 
sociation early this year, and Mr. Norton joined the ANA from 
Strathmore Paper Company in 1946. 


‘Life’ Spread Opens Drive for Schenley Reserve 

New YorkK—With a budget 50% larger than a year ago, Schenley 
Distillers Corporation is launching a summer campaign for Schenley 
Reserve whisky with a spread in Life June 28 and in Collier’s July 
10, a page in Newsweek and Time, large weekly insertions in 450 
newspapers, and several thousand outdoor posters, through Biow 
Company. 


-Goodkind Adds Illinois Canning Account 

| Cuicaco—The Illinois Canning Company, Hoopeston, IIl., 70-year- 
old packer of Joan of Arc canned goods, has appointed Goodkind, 
Joice & Morgan here as its agency. 


Sioux Honey Appoints Erwin, Wasey 

Stoux City, Ia.— The Sioux Honey Association, world’s largest 
honey packer, has appointed Erwin, Wasey & Co., Chicago, to handle 
advertising for Sioux Bee honey. 


ABC’s Giveaway 
Takes Allen Spot 
‘Top Fifteen’ 


New YorK—ABC’s “Stop the 
Music” has accomplished what no 
show in recent years has been 
in advertising| able to do. Its audience, accord- 
ing to C. E. Hooper, Inc., has more 
listeners than Fred Allen, heard 
on NBC at the same time Sunday 
| evenings. 

The June 15 Hooperating gives 
the 8:30-8:45 p.m., EDT, Speidel 
Corporation segment of the lush 
ABC giveaway a rating of 10.5, 
good for a tie for 15th place with 
“Kraft Music Hall” (NBC). The 
Ford dealers’ Mr. Allen dropped 
out of the top 15 with a score of 
8.7 points. 

This is the first time Fred Allen 
has not appeared in the top 15 
since he moved into the Sunday 
evening half-hour in October, 
1945. 

This favorable report card no 


Army’s Decision 
on Agency in ‘49 
Still Is Mystery 


New YorK—The man _ who 
didn’t have a hot rumor about the | 
disposition of the Army account| 
hardly belonged 
last week. 

The verifiable facts seemed to 
be: that the decision was still 
unmade, and that the Secretary 
of War’s office would eventually 
announce that none of the seven 
agencies which had made presen- 
|tations has been told who will 
| handle the account during the 
|next fiscal year; that, contrary to 
| reports, N. W. Ayer & Son is not 


| off the account. 
| H. A. Batten, president of Ayer, 
| told AA flatly that Ayer had not 
and would not resign, and that 
he knew nothing of any decision 
oo the account’s disposition. An 
Army spokesman in New York 
said Ayer would certainly handle 
the Army account through Sept. | doubt aided the ABC sales de- 
| 18—Army Day. |partment in signing Eversharp, 

The rumor mill, working over-| Inc., through the Biow Company, 
time, said that Ayer was leaving|as sponsor of the only remaining 
the account, and a report persisted portion open (8:15-8:30). Ever- 
| that the Army will divide the ac-| sharp left ABC at Christmastime 
count three ways among Gardner | after dropping Henry Morgan. 
Advertising Company (which al-| The rapid rise of “Stop the 
ready has the National Guard),| Music” since its start March 21 
Geyer, Newell & Ganger (which| invoked the quaint rumor that 
has worked for the Air Force),|Philco, G-E and other radio 
and a third agency. Some agency | makers may get out of that busi- 
men had heard that the original ness and start making telephone 
seven agencies had been narrowed | receivers. 


to three, and one commented 
WNEC Boosts McFadden 


wanly that “it’s really getting 
cloak - and - daggerish — we don't Thomas B. McFadden, assistant 
know anything. manager of NBC’s key station, 

WNBC, New York, been 
named manager. He will replace 
James M. Gaines, now director of 
the network’s owned and operated 
stations. 


Grannis Joins KGO 

Gordon Grannis, formerly with 
Station KSFH, San Francisco, has 
joined the advertising, promotion 
and publicity department of Sta- 
tion KGO, San Francisco. 


Ebersole Appointed 


Russell E. Ebersole has been 
named general manager of lamp 
sales of the Westinghouse Electric 
Corporation, Bloomfield, N. J., 


succeeding William J. Massey, 
who retired after 50 years with 
the lamp division. Mr. Ebersole 
was formerly in charge of the 
lamp division field sales organiza- 
tion. 


+ 


launching a 13-week campaign in 21 newspapers in its franchise | 


| Addressing the third annual 
| convention of the National Candy 
| Wholesalers Association here, he 
cited a study of several markets 
where profit and volume have 
been exceptionally low and where 
retail stores rarely stocked more 
than five of the 15 best-selling 
brands. 

“Why is it so many people 
wander through the 10-cent 
stores?” he said. “It isn’t price, 
\for 10-cent store markups are as 
| high as any other retailer’s. The 
|attraction is the amazing variety 
the customer can choose from. 
Even a small Woolworth store will 
carry over 7,000 items, and a large 
one many times more.” 

Replying to complaints that job- 
bers never push the brand of any 
one manufacturer, he said that 
such a practice would destroy the 
jobber’s effectiveness. It would 
mean, he said, that the jobber 
would be obliged to make fewer 
calls, or sell less at each call. “In 
either case, his volume—the pay- 
off—goes down and his cost-to- 
| sell goes up,” Mr. Patton asserted. 
“It is up to the manufacturer to 
sell the consumer, by advertising 
and sales promotion,” 


Cites AA Soap Story 


He said that wholesalers are 
gaining ground against direct sell- 
ing. Their proportion of total 
candy volume has increased, he 
said, from 50.4% in 1925 to 54.9% 
in 1946. He cited a story in “a 
trade publication recently” (AA, 
April 5), reporting that the larg- 
est independent wholesale grocer 
in Washington state discontinued 
the entire line of a major soap 
company that had adopted direct 
selling. 

James F. Mulcahy, merchandis- 
ing director of the National Con- 
fectioners Association, praised the 
candy selling job of movie theaters 
and credited them with a $500,- 
000,000 retail sales volume in 1947 
“even though people don’t go to 
the movies to buy candy.” Among 
leading states in candy consump- 
tion, he said, are Illinois with re- 
tail sales of $14.35 per capita; 


IN MIDWEST—TreeSweet Products Co., 
Santa Ana, Cal., launched a large-space 
newspaper campaign in several mid- 
western cities June | for its TreeSweet 
lemon juice, to be followed by smaller 
ads extending over several months. West- 
| Marquis, Inc., Los Angeles, is the 
agency. 


AFofl to Run 


$500,000 Drive 
on Communism 


| New YorK—For an all-out at- 


ranks of labor, the American Fed- 
eration of Labor, Washington, is 
expected to spend more than 
$500,000 soon in newspapers, 
magazines, radio and outdoor, AA 
was told. Owen & Chappell, New 
York agency, has been appointed 
to handle the program. 

An AFofL announcement in 
Washington quoted William Green, 
its president, as saying that this 
“integrated, over-all program of 
national public relations” will 
“promote a more _ widespread 
understanding of (its) aims, pro- 
grams and ideals.” 

It added that “at a recent meet- 
ing in Milwaukee, the executive 
council decided to set aside a sub- 
stantial sum of money” for this 
purpose. That announcement did 
not reveal that the campaign will 
|be directed specifically against 
Communism, nor indicate the size 
of the budget for this purpose. 


Another $1,000,000 Drive 


Owen & Chappell was chosen in 
competition with other agencies. 
John H. Owen, agency president, 
is said to have made the bid for 
the AFofL account and is ex- 
pected to supervise it. Although 
the account was signed on the 
basis of a specific proposal, it was 
said that definite ad plans will 
take several weeks to prepare. 

The AFofL program, it was em- 
phasized, will not be tied up with 
the forthcoming political 
paigning. 

Last year the federation spent 
several hundred thousand dollars 
—in newspapers through Albert 
Frank-Guenther Law, and in radio 
'direct and then through Furman, 


|Feiner & Co.—to fight enactment 


of the Taft-Hartley Act. 

At Milwaukee recently, the 
AFofL also appropriated $1,000,- 
000 to tell labor and the public 
what the union label means. No 
agency has been announced for 
this program, which would be 
conducted through the federa- 
tion’s union label trades depart- 
ment. 


4 to Stone-O’Halloran 


Stone - O’Halloran, Milwaukee, 
has been appointed to handle the 
advertising of Kellogg Seed Com- 
pany; W. A. Spencer Company, 
industrial oils; Magidson Cigar 
Company, and Howard B. Stark 
Company, manufacturer of Snirkle 


candy. 


| of 


tack against Communism in the) 


cam- | 


Candy Jobbers 
Must Carry More 
Brands: Patton 


Cuicaco—Maximum sales _ vol- 
ume and profits cannot be 
achieved by candy wholesalers 
and retailers unless they broaden 


| the variety of the brands they 


carry, Arch Patton, vice-president 
Wilbur - Suchard Chocolate 
Company, Lititz, Pa., declared last 


| week. 


Ohio, $12.36; Michigan, $12.31; 
Indiana, $11.52 and Wisconsin, 
$11.46. 


John D. Kettlewell, director of 
the Council on Candy of NCA, 
said that the council is using this 
year’s $350,000 advertising budget 
to fight the candy  industry’s 
“present sales slump,” which he 
described as especially dangerous 
because the profit margin in 
|candy is “lower than in many 
other fields of manufacture.” 


Production Men Elect 


George Heiland, Foote, Cone & 
Belding, has been elected presi- 
dent of the Advertising Agency 
Production Men’s Club of Chicago. 
Other officers elected are: Vice- 
president, Robert Stracke, Roche, 
Williams & Cleary; secretary, 
Jack McComb, Erwin, Wasey & 
Co., and treasurer, Edward Ern- 
stein, Earle Ludgin & Co. 


Gets Furniture Account 

Stand - Built Upholstery Cor- 
poration, furniture maker, has ap- 
pointed Lewis Advertising Agency, 
Newark, N. J., to handle its ad- 
vertising. 
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MASS DISTRIBUTION 
gives Americans 
the world’s most varied diet 


@ Look with an imaginative eye into any average 
American pantry—or at the richly laden shelves 
of our food stores. 


See behind them the lush plantations of the world 
—of pineapples in Hawaii, sugar cane in Cuba, 
coffee in Brazil. See ruby tomatoes and dewy peas 
ripening on truck farms, pears and peaches in our 

orchards, silvery fish drawn from the ocean deeps. 
What brought these and so many other fruits of 
the earth to us Americans, in such rich abundance? 


A DIVINE DISCONTENT 


Was it our inventive genius applied to packaging 
—in cans, in glass, in new synthetic materials? Yes, 
this is basic. 

Was it quic ‘k freezing, refrigerated cars and ships. 
speed-ups in transportation? These, too. 


But all the world can have these triumphs of 
scientific progress. Why here, alone, is such use 
made of them that our diet knows no limitations 
of country, section, or season? 

Plainly, because here, countless merchants, sales- 
men, advertising men have fostered a “divine dis- 
content” with the meager life; because they have 
held up to all America the mirror of a better way 
of living for everyone; because they have stimu- 
lated us to use, more and more, the fruits of me- 
chanical and scientific progress. 

And there was ready, for these mass distributors 
| of wealth, a unique stimulating force. A force 


fashioned by editors who devised new techniques 
in articles about personalities, real people, heroes 


within every Eve's reach 


and villains, love and romance, mystery and crime. 
Thus securing prev iously unheard-of circulations 
for their magazines. Thus creating the opportunity 
for Mass Medium advertising—with its own 
powerful techniques for leading people to action. 


CONSIDER THIS MOVING FORCE 


Consider, for example, how one magazine, alone, em- 
ploying such mass editorial techniques, is able, week 
after week, to win the people in 9,357,277 homes— 
so that it is rightly called The American Weekly. 


Consider how advertising, given such a circula- 
tion, delivers its message not only into every type 
of American home, but to enough of them in any 
given community to make the mass movement and 
mass demand which make mass production possible. 


Consider the relatively low costs at which such 
messages can be de- 
livered . . . as illus- 1948 (Latest Announced Rates) 
trated by the fig- The American Weekly $2.14 
uresattherightfor Life .......... 44.55 
reaching 1,000 
homes with one 
4-color advertising 
page in each of the four leading weekly magazines. 


The Saturday Evening Post 4.05 


Is it any wonder that, with this low-cost means 
of communication available, American experts in 
mass distribution, especially those firms listed 
under the heading “The Social Register,” have 
been able to spread the products of American mass 
production to so many people? 


THe Biggest Advertisement in the history of The American Weekly 


In its June 20th issue, The American Weekly carries 5 
consecutive »ages—including 2 2 in- full color, three 600 line 
black-and-white units—featuring the Pressed Steel Car 
Company's new Presteline electric range. Total audience 
for this message: 9,357,277 families. Cost, $74,200. 


The SOCIAL REGISTER of 


AMERICAN 


BUSINESS 


A Partial List of Important Advertisers in 
The American Weekly During 1947 and 1948 


American Cranberry Exchange 

American Dairy Assn. 

American Home Products Corp. 

American Safety Razor Corp. 

Anheuser-Busch, Inc. 

Armour & Co. 

Aviation Corp... 

Baver & Black 

Bendix Home Appliances, Inc. 

The Best Foods, Inc. 

The Bon Ami Co. 

Book-of-the-Month Club, Inc. 

The Borden Co. 

Bourjois, Inc. 

Bristol-Myers Co. 

Bulova Watch Co. 

Burnham & Morrill Corp. 

California Fruit Growers 

California Packing Corp. 

California Walnut Growers 

Campana Sales Co. 

Can Mfrs. Institute, Inc. 

Chesebrough Mfg. Co., Cons’d. 

Chrysler Corp. 

Cling Peach Advisory Bd. 

Clorox Chemical Co. 

Colgate-Palmolive-Peet Co. 

The Cory Corporation 

The Cream of Wheat Corp. 

The Cudahy Packing Co. 

Doubleday & Co., Inc. 

The Drackett Co. 

Easy Washing Machine Corp. 

Ecko Products Co. 

The Electric Auto-Lite Co. 

Elgin National Watch Co. 

Emerson Drug Co. 

Emerson Radio & Phono. Corp. 

Lady Esther, Ltd. 

Eversharp, Inc. 

Fiction Book Club 

Florida Citrus Commission 

General Electric Co. 

General Foods Corp. 

General Mills, Inc. 

General Motors Corp. 
Buick—Chevrolet—Oldsmobile 

Gerber Products Co. 

Gillette Safety Razor Co. 

Goodyear Tire & Rubber Co. 


Crosley Div. 


John Hancock Mutual Life Ins. Co. 


H. J. Heinz Co. 
Heywood-Wakefield Co. 
Hughes Brushes, Inc. 

Hunt Foods, Inc. 
International Cellucotton Co. 
The Andrew Jergens Co. 
Johnson & Johnson 

S. C. Johnson & Son, Inc. 
Kaiser-Frazer Corp. 

Kellogg Co. 

Kraft Foods Co. 

Jacques Kreisler Mfg. Corp. 
Lambert Pharmacal Co. 


Lamont, Cortes & Co. 

Lever Bros. 

Libby, McNeill Libby 
Liggett & Myers Tobacco Co. 
Thomas J. Lipton, Inc. 

P. Lorillard 

Manhattan Soap Co., Inc 
Mars, Inc. 

Max Factor Cosmetics 

The Mennen Co. 

The Mentholatum Co. 

Miles Lehoratories, Inc. 
Minnesota Mining & Mfg. Co. 


Minnesota Valley Canning Co. 


Motorola Company 

National Association of 
Margarine Mfrs. 

National Biscuit Co. 

National Pressure Cooker Co. 

Nestle’s Milk Products, Inc. 

Owens-Illinois Glass Co. 

Pabst Sales Co. 

The Parker Pen Co. 

Park & Tilford 

Pepsi-Cola Co. 

Pillsbury Mills, Inc. 

Planters Nut & Chocolate Co. 

Plough Sales Corp. 

Pressed Steel Car Co., Inc 

Procter & Gamble Co. 

The Quaker Oats Co. 

Ralston Purina Co. 

RKO-Radio Pictures, Inc. 

R. J. Reynolds Tobacco Co. 

Roma Wine Co. 

W. A. Sheaffer Pen Co. 

The Sherwin-Williams Co. 

The Shotwell Mfg. Co. 

The Simoniz Co. 

Simmons Co. 

Smith Brothers 

Socony-Vacuum Oil Co., Inc. 

The Soil-Off Mfg. Co. 

The Sparks-Withington Co. 

E. R. Squibb & Sons 

Sterling Drug, Inc. 

Sunshine Biscuit, Inc. 


Swift & Co. 


ems Electric Products, Inc. 


or Corp. 
Tide Water Assoc. Oil Co. 
20th Century-Fox Film Corp. 
Union Pacific Railroad 
United Fruit Co. 
Van Camp Sea Foods Co. 
The Wander Co. 
Wm. R. Warner & Co., Inc 
L. E. Waterman Co. 
Welsh Co. 
Western Electric Co. 
ran house Electric Corp. 

hitney Carriage Co. 

Willys, Overland Motors, Inc. 
William H. Wise & Co., Inc. 
Rudolph Wurlitzer Co. 


W. F. Young, Inc. 


THE 


Greatest 
Circulation 
in the World 


MERICAN 


\\VEEKLY 


A Hearst Publication” 
MAIN OFFICE: 63 VESEY ST., NEW YORK 7, N. Y. 
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